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COLOMBIA, 


home of 
PREMIUM 


coffees 





The full flavor and aroma locked by nature within each Colombian coffee bean must be 
preserved during the processing which follows picking. After depulping, 
the beans are soaked in concrete tanks, then washed in continually changing 
water, and finally spread on sunny patios where they are constantly raked 
to insure uniform drying. Next, milling machines remove the parchment 
to reveal the beans, which are graded, hand-picked and inspected by 
specialists. As a result only the finest coffee leaves Colombian shores, so 
that merchants, grocers and housewives everywhere agree that coffee from 


Colombia is the best in the world. 


120 Wall Street, New York 5, N. Y. 


Member of 


National Federation of Coffee Growers of Colombia 


Pan American Coffee Bureau 








Here are reasons 


STYLE E 


GUMP COFFEE 
GRANULIZERS 


Give even bigger 


grinding value 


INFINITE RANGE OF COOL, SHARP, UNIFORM GRINDS 


The new Micro-Set grind adjustment permits instant 
setting to any one of an infinite number of grind 








EASIER TO CLEAN AND MAINTAIN 


Larger inspection doors, and improved  clean-out 
facilities, drive components and other modern re 





sizes. This positive control makes it possible to 
produce at will a wide range of granulation sizes 
from the finest to the coarsest commercial grind 
that will meet consistently the strictest sieve analysis 
specifications. 


visions in design and material facilitate inspection 
cleaning and maintenance of Style E Granulizers 


SECTIONAL GRINDING HEAD 


The opportunity to exchange a worn section, instead 
of the complete grinding head, offers economies in 
cases where specialized grinding causes more weat 
to one section than to another 


OTHER FEATURES 


Style E models retain older, trade-proved Granulizer 
features that help produce top quality grinds. Grind 
ing is done on Genuine LePage Patent Corrugations 
which produce uniform granulations with minimum 
powder. Stainless steel mixing chamber and scalp 
ing screen provide durability of parts given hardest 
wear, and protect coffee flavor and purity 


Write for detatls and quotation wn Style E Gump 


Coffee Granulizers. 





= F. Go U RA | od Cc © a 1312S. Cicero Avenue, Chicago 50, !Ilinois 


Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN ‘“‘AUTO-CHECK” NET WEIGHERS « BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
DRAVER COFFEE BLENDING SYSTEMS » ELEVATORS AND CONVEYORS « EDTBAUER-DUPLEX NET WEIGHERS 
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CAN YOU AFFORD TO BE WITHOUT 
“ADVANCES IN COFFEE PRODUCTION TECHNOLOGY”? 


For importers and roasters in consuming coun- 
tries, “‘Advances in Coffee Production Technology” 
holds clues to the future of the product on which 


their business is based. 


For coffee growers, shippers, their organizations 
and governments, the book puts between two covers 
material affecting many immediate and long range 


aspects of coffee growing. 


For libraries and research organizations, it is 
an important source of information on a vital com- 


modity. 


‘Advances in Coffee Production Technology” is 
a worldwide summary of coffee research. It outlines 
existing knowledge and shows the direction of ef- 
forts to extend that knowledge. Top coffee scientists 
cooperated in preparing the material and consider 


it an important working tool. 


This is the material in the special November, 
1958, issue of Coffee & Tea Industries (formerly 
The Spice Mill) which immediately became one of 
the most widely sought after publications to appear 


in this industry. 


“Advances in Coffee Production Technology” 
will be a 96-page book, 9” x 12”. Publication will 
be mid-April, 1959. Price is $3.00 per copy. 
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Use the coupon below to place your order. 
Simply remit $3.00 per copy, with coupon. 





COFFEE & TEA INDUSTRIES (formerly The Spice Mill) 


106 Water Street, New York 5, N. Y. 


Use this coupon to order 


your copies of 
“Advances in Coffee Name 


Production Technology” 


Attached find $ 
in Coffee Production Technology" at $3.00 each. 


Address 


for copies of "Advances 











» Join the trend 
to modern 
convenience packaging... 
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TO HELP INCREASE YOUR COFFEE SALES AND PROFITS... 
OPEN NEW MARKETS...ELIMINATE RUINOUS PRICE CUTTING 


Canco’s “Six-Serv”’ Minipak contains 2 oz. of vac- 
uum-packed coffee- the exact amount required* to 
brew a6-cup potful that’s guaranteed freshevery time! 

This modern, convenient size captures an untapped 
market of intermittent users who insist on real coffee. 
Also picnickers . . . sportsmen. The Minipak be- 
comes the ideal purchase for all of them! 

Your regular customers, too, will be attracted to 
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this new can. Not at the expense of your 1-lb. size, 
but as a handy reserve for emergency use. 

Canco’s ‘‘Six-Serv”’ Minipak offers plus sales and 
greater profits for you. Customers are more than 
willing to pay for convenience. In today’s competi- 
tive market, this is a unique opportunity. Profit now 
... call your Canco salesman today! 


*Officially recommended by the Coffee Erewing Institute. 








HANDY CARTON 
CONTAINS 6 CANS 





MINIPAK! 


Some Minipak advantages...all new to coffee marketing! 


Perfect for multiple packaging 
in eye-catching units of six. 


More shelf-space for your label. 
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Excellent for aisle-end 
mass jumbled displays. 


An ideal way of introducing 
a new brand, blend or roast. 


cium AMERICAN CAN COMPANY 


| FREE Samnpce size| 
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A ‘‘natural"’ for tie-in-sales 
with chain store bakery 
products. 


NEW YORK 
CHICAGO 
NEW ORLEANS 


SAN FRANCISCO 





What Ruffner Service 
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NEW YORK: 98 Front Street 
SAN FRANCISCO: 214 Front Street 
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McDowell & Burch, Inc. 
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“T see the Pan American 
Coffee Bureau’s new 
consumer ad campaign 
stresses properly 
brewed coffee...” 


Murray Kaplan 
Vice President 
Cecilware-Commodore 


*That’s another good 
reason why everybody 
needs Cecilware urns 
—They’ll be judged 
more than ever by the 
coffee they serve!”’ 


Louis Kaplan 
President 
Cecilware- 
Commodore 


BREW IT BY THE GALLON IN THE 


distinctive new ; Series ‘61: 


CECILWARE 


COFFEE » 4 URNS 





Featuring the remarkable 
GRIDDED RISER 
TWO STEPS... Draw & Pour! 


COFFEE BREWING INSTITUTE'S URN BREWING METHOD 


Gridded 


The Gridded Riser, recommended by the Coffee Brew 
ing Institute, is Cecilware’s new quick-acting coffee 
basket that utilizes a standard bag and removes the 
droop. It forces all the water to filter faster through 
the coffee bed for uniform and correct extraction 
You get coffee from Cecilware '61 urns exactly as 
demonstrated by the Institute 


Coffee made in “Series 61”—modern as 
the year 1961, tastes so good it creates 
the demand for second cups. 3 or 5 
gallon sizes in Twin or Single urns, 
both with extra-large water capacity. 
Twins from $405; singles from $205. 
See your equipment dealer now and 
send for new catalog. 


Coffee 
by the 
gallon 


CECILWARE-COMMODORE 
199 Lafayette St., N. Y. 12 
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WHY... PLANT DESIGNS? 


WHY NOT ONE “GOOD” ONE? 


BURNS has made hundreds of engineering designs for coffee plants. With all that experi- 
ence, why hasn’t BURNS designed the “perfect plant” for all customers? 


Mass production is a fine thing, but we at BURNS do not think it can be intelligently applied 
to the design of coffee plants. At least, not if we want to keep giving the kind of satisfac- 
tion that has kept our business growing. 


Designing to fit the needs of a specific coffee company involves many problems, none of 
which can be ignored. Just think of the differences in equipment and layout requirements 
for a plant producing a single blend and a plant which processes and packs many private 
labels! Also, many changes in basic layout concepts are brought about year after year by 
development of improved equipment. And there are dozens of other considerations that 
enter into each individual plant design. 


Today's great need is for efficient, low-cost operation. BURNS believes that you can get that 
only through design that’s custom-tailored to the needs of each individual plant. And making 
improvements in your present building can be just as worthwhile as planning for your new 
plant of the future. 

Fine engineering, broad experience, and the best equipment are all necessary in develop- 
ing a well-designed coffee plant. Our business is built on providing all three. 


AND SONS, INC. 


NEW YORK CHICAGO 
DALLAS SAN FRANCISCO 


ENGINEERS 


600 WEST 437d STREET e NEW YO RX 316, Ney. 
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% Report: Tenth Annual National Coffee & Tea Premium Survey 
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% Index: 1959 Checklist, with Addresses of Premium Suppliers 


Premiums in 1959 


A COFFEE & TEA INDUSTRIES 














Fewer coffee and tea companies are using premium pro- 
motions this year, but those who do are using it more in- 
tensively. 

This ts one of the trends brought to light by the tenth 
premium use in fields 
by Corree & TEA INDUsTRIES, formerly The Spice Mill, 
now in its 82nd year of continuous publication. 


annual survey of these conducted 


A little more than one out of every two coffee and tea 
firms reported premium promotions this year. Last year 
the proportion was nearly three out of every five. 

But where the companies are making any changes in 
premium budgets, the trend is to allocate a larger per- 
centage of gross sales and larger total amounts, 


About 


1959 survey said they are applying the technique more 


10% of the premium-active respondents in the 


heavily this year than last 

Items for the home continue to account for most of the 
coffee and tea premiums. They represent nearly 77% of 
the offers 

Within this category, tableware items—china, dinnerware, 


flatware, etc.—were most frequent. They accounted for 


Premium users vs. non-users 
Last year nearly three out of every five coffee and tea 
packers reported they were applying premium promotions 


UNE 1959 


28% of the offers. Articles for the kitchen were almost 


as popular, with another 27% 

More coffee and tea companies are planning ahead on 
selection of premium items. Only 209% of the respondents 
who use premiums said they did not know, as yet, what items 
they will run in the balance of the year. This ts the small- 


est proportion yet in the ten years the survey has been 
conducted. 

Self-liquidating offers top all other coffee and tea pre 
mium promotions, for the third successive year. They added 
up to 53% of the offers. 

Give-aways were second, with 41% and combination deals 
third with 35%. 

More coffee and tea premiums are mailed from the plant 
than any other way. About 47% of the respondents deliver 
premiums this way. 

Delivery via food stores, which plummeted to fourth 
place last year, moved up to second this year, with 31% 
of the respondents reporting this method. 

Fewer coffee and tea companies are attaching their pre 


miums to the product package, or packing it inside 


to boost sales volume. 
This year the proportion has dropped to a little more 
than one out of every two 


These are among the trends brought to light by the tenth 
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annual survey of premium use conducted by COFFEE & TEA 
INDUSTRIES 

Only 52% of the respondents to the 1959 survey indi- 
The others stated they had not 
run any so far this year, and didn’t plan to during the re- 


cated premium promotions 
maining months. Of these, a considerable proportion made 
it clear they never use premiums 

The 52% 
drop trom the 
CorFEE & TEA INDUSTRIES has been conducting this annual 


proportion ol prem um users 1S a significant 


59% reported last year. In the decade 


survey, the peak years have been 1957 and 1955, when 
the level reached 619%. Between those two years, in 1956, 
was 57% 
The premium technique remains a tool used primarily by 
the coffee or tea packer selling through food stores. Some 
kers who cater only to the restaurant field do use premi- 
ns. Their proportion had been increasing for three years, 
but now it has leveled off 
Of the coffee roasters and tea packers who sell exclusively 
to grocers, slightly under one in four—239%—are running 
premium promotions 
Mor half-—53% 


t\ food Stores and 


is Clear that the great bulk of this effort is only in the food 


than of the companies selling both 


to restaurants report premiums, but it 


Store end 
More than half 


and to 


530—otf the companies selling both 


food stores restaurants report premiums But 


More intensive premium promotions 


cottee and tea companies are applying premium 
who 


Fewer 
merchandising this year, compared to last. But those 


lo are tending to go at it harder 

This is most clearly revealed by answers to one particular 
question in the tenth annual survey of premium use con- 
lucted by COFFEE & TEA INDUSTRIES. 

About 400 of the premium-active respondents said they 
ire employing the technique more heavily this year than 
last. The proportion represents a decided upward surge in 
int 


ensity of use. Last year less than 280 indicated an in- 


crease in premium merchandising 
This year, too, a smaller proportion notes any easing oft 
in this technique In the current survey, less than 1397 re- 


Last year the 


port a decrease in premium merchandising 
} 


yroportion was nearly 200. 
1S Is 


This is less than the 47% 


The largest single segment maintaining the 


same level of premium activity 


who placed themselves in this category last year. 
The reasons for the greater 


intensity in premium ac- 


are revealing. For some companies, it arises from a 


Premiums for home dominate 


If you're a coffee or tea packer and want to pick a pre- 
mium for a promotion, you're on safe ground if you select 
an item for the home 

At the very least, you'll be following the dominant pat- 
tern. Nearly eight out of every ten coffee and tea premiums 
are items for the home, according to the tenth annual sur- 


vey conducted by COFFEE & TEA INDUSTRIES, formerly The 
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it is clear nearly all of this merchandising is in the grocer 
end. The premium items these companies list are obviously 
for home consumers. 

Of the 
are wagon route operators. As might be expected, not one 


of these retail coffee and tea operators replied with a nega- 


respondents noting premium activity, over 16% 


tive on premium use. 

The home service operators are among the most intensive 
premium American 
budget section of the questionnaire, their replies invariably 
; as high 


merchandisers in business. In the 
indicate a substantial proportion of gross sales 
as 25% —for premium promotions. 

The smallest single segment of premium users 1s the 
coffee and tea packer exclusively in the restaurant and 
institutional field. They account for slightly over 8% of 
the premium-active respondents this year, nearly the same 
as last year’s level. 

The pattern of premium users 1s pretty well matched, 
in reverse, by the pattern of non-users. Of the respondents 
selling to food stores only, a mere 2% noted that they do 
not use premiums. On the other hand, G8% of the insti- 
tutional packers placed themselves in this category. So 
did 23% of the respondents selling both to food stores and 
restaurants. Among the remaining 7% were operators w hose 
activities did not fall readily into any of these classifications 


for example, sale of tea by mail order. 


greater determination to get more of the potential business. 
Felt need for added northwest 
packer states. “We are working harder,” explains a midwest 


consumer incentive,’ a 
company. 

For other companies, it is a policy of making more of 
what has proven, to them, to be a good thing. “Customer 
interest and response has been excellent,” one respondent 
declares. “Has proven extremely effective,” states another. 

For still other packers, it is a way of capitalizing on what 
they feel to be a more favorable product price situation 

Better price on tea,” declares a southern firm. 

The shifting price situation has had a different effect on 
other packers. One company, noting no change in its level 
of premium activity, indicates that the reason it ts not doing 
more is that the emphasis in the store is shifting to price. 

Another firm, which has cut down on premium activity, 
Pre- 


sumably the company pulled away from premiums to plunge 


did so because of a hectic deal situation in its area. 


deeper into the deal war itself. 

The key thing in this increase, for some respondents, ts 
the premium item itself. They are finding more of them, 
and better ones, and are putting them to use. 


Spice Mill. 

These items accounted for more than 77% of the pre- 
miums mentioned by respondents to the 1959 survey, as used 
in promotions so far this year. 

This is apart from items listed in catalogs which some 
coffee and tea packers maintain, or participate in. About 
15% of the premium-active respondents indicate such pre- 
mium lists. 

The number of items in one of these lists can be stagger- 
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CAPACITY COUNTS — 
3000 QUIKUT has it! 





* Plant Facilities 
* Modern Equipment 
* Experienced Know-How 
* We Can Deliver— 
On Time, Any Time! 


* Quality Cutlery... 
THE SHARPEST! 
Single Pieces - Sets - Range Unlimited - From One to Millions! 
QUIKUT'S CUSTOMER AID PROGRAM: 


Design, Manufacture, 
Monthly Progress Reports, 
Successful Conclusion 


FEDERAL 2-5595 Fremont, Ohio 
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ing. In one instance, 3,000 premiums are offered. In an- 
other, 2,000 items 


These lists tend to remain relatively unchanged from year 
to year. The trends indicated here are based on specific 
mentions of items offered apart from catalog lists. 

Within the home category, tableware items—china, dinner- 
ware, flatware—are most frequent in coffee and tea promo- 


tions. They account for 28% of the items mentioned. 


Articles for the kitchen are close behind, with 27%. 
More so than in the past, coffee and tea packers are of fer- 
ing items directly related to their products—coffee or tea 
makers and servers. These represent 15% of the prem’ums 
mentioned. About 12% are cooking utensils, aluminumware, 
etc 

Electric appliances add up to a significant chunk of the 
9% 


radios, clocks and mixers. 


mentions Included among them are hair dryers, 


blankets, face cloths—account 


for another 7% of the premiums mentioned. 


Software—linens, towels, 
Somewhat less frequent are decorative accessories, such 
as lamps, dresser cloths, artificial roses and pottery. These 


add up to 5% of the items mentioned 


Balance of year: more planning ahead 


For at least three years, the trend among coffee and tea 
companies has been to plan ahead on premium items, in- 
stead of counting on a last minute choice. 

This year the 
tenth annual survey conducted by COFFEE & TEA INDUs- 
TRIES 


trend is continuing, according to the 


Only 200 of the premium-active respondents said they 
do not know, as yet, what items they will run during the 


balance of the year 


) 


23% in this situation last year, and 
1957 45, in 


This is less than the 


far under the 330% undecided in and the 


Offers: self-liquidators hold lead 


Self-liquidating offers top all other coffee and tea premium 


promotions, according to the tenth annual survey conducted 
by CoFFEE & TEA INDUSTRIES, formerly The Spice Mill. 

This is the third successive year self-liquidators have 
outstripped other types of offers 

More than 539% of the premium promotions reported 
in the 1959 survey are self-liquidators. This is just a shade 
higher than the proportion reported last year, although less 
than the 57% 1957. 

Give-aways are in second place, with 41% of the offers. 
It is the third year this type of promotion has trailed 
self-liquidators, but with a varying margin. In 1958, give- 
aways accounted for 36°% of the offers, in 1957 for 48%. 


noted in 


Give-aways held first place in 1946, but have never re- 
gained that position. 

Combination deals continue in third place, with 35% of 
the offers. This is only slightly less than the 36 last year, 
and considerably under the 45% noted in 1957. 


iz COFFEE @ 


Other premiums for the home range from maintenance 
aids, such as ironing boards and pads, to coasters. 

Items for recreation and outdoor living continue to loom 
larger among coffee and tea premiums. This year they 
represent 7% of the offers mentioned. Among them are 
beach umbrellas, patio tables, dolls, toys, records and play- 
ing cards. 

About 4% of the items fall into the category of stationery 

pencils, ball-point pens, letterheads and envelopes. 

Another 3% are items for the home garden—flower 
seeds, bulbs, and the like. 

Slightly less frequent are apparel items, with hosiery 
most frequent in this category. 

Some coffee and tea packers chose foods as premiums, 
such as sherbets. A number of them noted offerings of 
their own brands of coffee or tea, but these were in almost 
every instance a deal set-up rather than premium merchan- 
dising in the usual sense, and were therefore not considered 
in the premium item tabulations. 

Each year some unusual premium offerings are turned up. 
This year is no exception. One packer offered gifts from 


foreign lands. 


1956. 

One respondent, who may be typical, indicated he is 
interested in knowing all year ‘round what premium items 
are available. 

This year’s undecided segment, although it ts the smallest 
yet, includes some emphatically open minds. “We're in- 
terested in anything that looks good,” one executive declared. 

Most coffee and tea packers—67%—plan to continue 
offering, during the balance of the year, the same premiums 
they have already promoted. 

As for the items to be offered, they follow the pattern 
established so far this year—with some additional emphasis 
on outdoor items, such as patio tables and beach umbrellas 


Continuity deals, which are usually based on coupons and 
a catalog of redeemable items, accounted tor a smaller pro- 
portion of the offers this year. Only 13% of the premium- 
active respondents reported such promouons. Last year, 
the proportion was 22%, and in 1957 it was 15%. 

Other types of offers, not readily classified into any of 
the four mentioned, were also reported in rather substantial 
numbers. In fact, they account for 8% of the offers. 

One promotion, probably more a continuity set-up than 
anything else, is based on coupons with a 5¢ cash value. 
The coupons have that value when applied toward the pur- 
chase of premium items—or they can be turned in for that 
most unusual premium of all, cash. 

Another promotion posts three price bases for its pre- 
mium items. One basis gives the item to the customer free, 
for the required number of points or coupons. A second 
sets a price partly in cash, partly in coupons. The third 
basis is entirely a cash price, for the customer who wants to 


buy the item without coupons. 
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the 5-STAR steel-lip decanter 


@ New stainless steel extra-wide lip guarantees “on target” pouring 
every time 

@ New flip-top cover with fingertip-touch operation keeps liquids 
warmer longer 

@ New thumb-control handle insures better balance with full decanter 

@ Special SILEX “heat-proof” glass for heavy duty performance 

@ Famous SJLEX name...known the world over for finest coffee-making 


Cup after cup, the SILEX 5-STAR STEEL-LIP DECANTER makes and serves better 
coffee...assures customer pleasure and proprietor profit! 12-cup decanter. Cat. No. 8201 








For best Coffee Brewing... 
Decanter and Stainless Steel 
Top. No. 8101 





COFFEE TASTES BETTER MADE IN GLASS ...SERVED IN GLASS! 


ERR La Nat ai ae 


CHICAGO 38, ILL. 
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Crystal & Chrome Instant Gas an 
Coffee Warmer Water Heater Electric Ranges Coffee Brewer 


Automatic = In Canada: The Silex Co., Ltd., Iberville, Quebec 








Delivery: mail from plant most popular 


How do coffee and tea companies get their premiums to 


the « istomers ¢ 
More of them mail the items from their plants than any 
it is revealed by COFFEE & TEA INDUSTRIES tenth 
innual survey of premium merchandising in these fields 
About 47% 
This is just about the same proportion reported last 


other way 


of the respondents handle premiums this 
Way 
year, when mail--from-plant premium delivery took a strong 
lead 

In 1957, 10% of the com- 


this delivery was noted by 


panies, in 1956 by 31% 

Last year, evidently in response to strong protests by 
grocer operators, on premium handling in the stores, dis- 
tribution of the items via the stores plummeted to fourth 
place 

This year, premium distribution via food stores is back 
to second place, used by 319% of the firms. This compares 
14% in 1958. In 1957, when this type of distribution 


was also in second place, it was noted by 


with 
320% of the 


companic Ss 


Budgets: trend is to increase them 


Where coffee or tea companies do any changing of their 
premium budgets, they are increasing them—in percentages 
of gross sales and in total amounts. 

This is indicated by the tenth annual survey of premium 
use conducted by COFFEE & TEA INDUSTRIES, formerly The 
Spice Mill 

This year's returns on budget questions maintains the 


About 


of the premium-active respondents answered none of these 


previous pattern. Answers tend to be scant. 37% 
questions, some answered only a portion of them. 

These limitations should be taken into account in weigh- 
ing budget returns. As we stated last year, this data should 
be considered indicative, rather than representative. 

Still, in some respects the indications are strong. For 
example, 14% of the premium-active respondents declared 
that they are devoting a larger percentage of gross sales 
to premiums this year. 

13%, 


and only 2% indicated they are using a 


A smaller segment, said they are budgeting the 

same percentage 

smaller percentage 
Especially interesting, as always, are the companies which 


This 


year, 9% of the companies specifically noted this in the 


promote premiums—but have no budgets for them. 


Respondents speak with authority 


Answers to the tenth annual survey of premium use in 
the coffee and tea fields came from people who speak with 
authority for their companies 

More than 169 of the respondents held the title of 
president. They made up the largest single category. 

Next largest, with 7% of the replies, comprised ‘owners 
and 

The third largest group was made up of respondents who 


proprietors” of the companies. 


| 4 
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Less popular this year is delivery of the premium u ith 


the coffee or tea 
was reported by 27% of the firms, compared to 33% 
last year and only 120% in 1957. 


inside, or attached to, the package. It 


Wagon route companies, in almost every instance, use 
their trucks to bring premiums to the homes. The small 
segment of coffee and tea companies with premium deals 
for restaurants usually get the items to these customers via 
company trucks. This delivery method was noted by 260% 
of the premium-active respondents. 

These were not the only methods of premium distri- 
bution reported by the respondents. About 187 of the com- 
panies used other techniques. 

As distinct from mail originating at the coffee or tea 
plant, some packers arrange for the item to be mailed di- 
rectly by the premium supplier. 

In other instances, redemption centers are maintained- 
sometimes at the plant or warehouse, in other cases at stores 
in separate locations. 

Many of the companies use more than one method of 
delivery. 


budget section of the survey questionnaire. In almost every 
instance, the reason is made clear by the rest of the 
questionnaire. These companies focus on. self-liquidators. 

In some instances, the companies don't fence themselves 
in, and this includes at least one of the coffee and tea firms 
most active in premiums. They don’t schedule for them- 
selves any set percentage for premiums. 

Where it is applied, what is the percentage of gross sales 
devoted to premiums ? 

For route operators, the con- 
sistently among the highest. Here they range from 5% to 


25%. 


wagon pe rcentages are 


Among regular coffee and tea companies, they are far 
more modest—from a low of 14% to a high of 2%. 

On the other hand, one respondent indicates his premium 
budget works in reverse. It doesn’t drain the coffers; it 
adds to them. “Premium operation is a profitable business 
in itself,” he notes. 

As for actual amounts budgeted to premiums, 15% of the 
respondents using this type of promotion said they were 
allocating a larger amount this year than last. About 5% 
noted the amount was the same. Only a small scattering of 
respondents, less than 1%, declared the amounts they were 
budgeting was less. 


were also in an ownership relation to their firms, but as 
partners. They accounted for more than 5% of the replies. 
Most frequent of all, although with titles that varied, 
were men in overall managerial positions. These were gen- 
eral managers, managers, executive vice presidents, etc. 
Executives in charge of departments included coffee 
buyers, tea buyers, merchandising managers, advertising and 
sales promotion managers, purchasing agents and marketing 


managers. 
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SLEEKLY FORMED, 

catches the lady who likes a 
regal tiara motif of 24 K gold- 
plate on a handsome pouch box. 
121/2x31/4x81/2 (overall). M711, 
list price $4.45. 





WESTERN ZIP 
sparkles in this crisp-lined, 
appealingly proportioned ranch- 
style mailbox branded with a 
brightly gold-plated quatrefoil. 
121%/2x 3x 1012 (overall). M60, 
suggested list $4.95. 


GRACEFUL 

LINES 

mark ‘‘The Empress” 
elegant, king size box of 

heavy 16 gauge steel with simple 
24 K gold-plated bar motif and lid bolts 


Front loads. 181/gx7!/2x6% (overall). E400, lists at $6.75. 


ORNAMETAL 













SMART SHAPE 
of satin-black set with 24 K 
gold-plated quatrefoil; imposing 
lines. 7x2¥/2x13 (overall). M52, 
list price $4.95. 


es 
NEW, 24 K ‘ote 
room Accessories 












towel bar, 6” tows 
soap dish availablempz ~/ " 
complete set; lis’ > 





Your cost $13.98! 
individually. 








7 OUT OF 10 LEADING PREMIUM 
HOUSES FEATURE ORNA-METAL PRODUCTS 


Tried and profit-proven all over the nation by 
virtually every top trading stamp, club-plan and 
premium house. No wonder! 

Can anyone resist a quick seller? Premium 
buyers love ‘em ‘cause customers grab ’em . 
No mailbox-minded shopper can escape the crisp 
lined, sleck-skinned beauty in each different 
ORNA-METAL mailbox. There are 18 models 
to please and pet every customer’s taste. Fresh, 
new styling and colors happily blended with the 
sturdy, lasting craftsman-construction you expect 
to get carefully packed in every ORNA-METAL 
shipping carton. 





NEW! HOUSE NUMBERS 


individually skin packaged; choice of 
black or 24 K gold-plate. 


25c each retail. 


SOUTHERN FABRICATORS CORP. 
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Trust ORNA-METAL to offer you the ultimate 
. unique satin black paint . . . sturdy tension 
arched piano hinges that prevent slamming. . . 
exclusive 24K gold plated medallions and motifs. 
Ideal for Super Markets, Food Manufacturers, 
Instailment Houses, Tea & Coffee Companies, 
Drug Chains and anyone else who needs profit 
proven premiums. And now a new line of low 
cost ORNA-METAL housewares for premiums 
. . . 24 K gold plated Bathroom sets; House 
Numbers and Switch Plates! 
Why not let these hard-sell-sure-sale products 
score for you? 


Write for catalog and price list 
NEW! 
SWITCH 
PLATES 


individually skin 
packaged; choice of 
black or 24 K gold- 
plate. 

88c and up retail. 


225 AERO DR., SHREVEPORT, 
















WROUGHT 
MAILBOXES 
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the premium outlook 








This article is from a talk by Mr. Bowen at PAAA’S Pre- 
Mr. 


mium Advertising Conference, Navy Pier, Chicago. 
Bowen is president of the Preminm Service Co., Inc. 


Some of you must be getting mighty tired of hearing the 
outlook for the premium industry described in just one word 
up. Every year since the Korean war it’s been the same 
old story 
You have probably heard the latest estimates of how far 
up the use of merchandise for premiums and sales incentives 
up to two and a quarter billion dollars this year. 


up, up and up 


has gone 


Not that there haven't been downs as well as ups. It 
would be mighty unique business that had pretty smooth 


sailing year in and year out. The premium business is ro 


different—as a matter of fact, it is tied directly to almost 


every other business and to the American economy. 


f incentives to increase sales has its roots in 
more value, 


The us¢ 


basic human nature, in the desire for more 
more reward for making that extra sale or extra purchase 

Ihe recession last year should have ended once and for 
all the myth that premiums are a tool of bad times. All! the 
incentives in the world are not going to make that sale 
when the customer is afraid to buy or simply doesn't have 
the money to buy. Where incentives come in ts in making 
that extra difference in the to-buy or not-to-buy decisions, 
or in providing that extra spur to get salesmen and dealers 


Movil iY 
More pressure needed 


Premium use went up last year because more people 
needed more pressure to make sales. So the net increase 
in premium use during the recession—at least as far as total 
dollar volume is concerned—was relatively small. 

But as soon as the American economy got over the hump, 


And _ this 


year will do more than set a new record; that’s been hap- 


premium use and volume really began to soar. 


pening every year since 1946, This year should see a record 
rate of growth, if things keep on as they have started. 

This record is really a remarkable one, because of the 
many hurdles that have had to be overcome in order to get 
a successful premium promotion on the road. 

Let's just look at a few, and you will be able to share 
with me the pride in the ingenuity and creative ability of 
our merchandisers and advertisers. 

Probably the first and biggest of the obstacles for a 
major segment of premium use was the increase in postal 
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By GORDON C. BOWEN, Chairman 


Premium Advertising Association of America 


rates. This hit not only the users of mail offers, but im- 
portant areas of direct mail advertising and promotion, many 
of them involving premiums. The postal rate increase hit 
hard. The proposed new increases will hit even harder tf 
they are permitted to go through. 

But premium use not only survived the postal rate hike, 
it thrived in spite of it. 

Look at another cost increase—the general rise in adver- 
tising rates. It costs a great deal more today to get adver- 
tising penetration in a given part of the population than 
it did ten years ago, say. And all of us know that a con- 
sumer offer mast be promoted if it is to be successful. Cus- 
tomers will respond to “that something extra’ if they 
know about it. 

How much support? 


I attended a meeting in New York City a while ago in 
which I heard that returns on mail-in offers were down. 
This, I suggest to you, is a lot of bunk. Returns are down 
on those offers whose advertisers have cut down on adver- 
tising and promotion support because such support costs 
more. 

Those offers which are getting the kind of advertising 
support they need and deserve, are doing bette than ever, 
because consumer response to premiums 1s better than ever. 

Today's consumer is thoroughly premium-conscious, and 
premiums have an acceptance today that they have seldom 
reached in the whole country. 

The grocery trade has probably contributed the most to 
this consumer acceptance of premiums. Millions of house- 
wives today are trading stamp savers and well pleased with 
the premiums they earn as a result. Millions more are con- 
ditioned to premium acceptance by the promotions of retail- 
ers. The supermarket industry has done a wonderful job 
in building customers for your premium offers, no matter 
what industry you may be in. 

Those advertisers who cut down on advertising and mer- 
chandising support for their premium offers are defeating 
their own ends. If it’s worth doing at all, it’s worth doing 
right. And the right way is to advertise, promote and 
merchandise. Those who do so find that premiums are 
better than ever. 

There is still another hurdle to premium use—ignorance. 
Too many people in too many businesses and industries just 
do not know enough about how to use premiums effectively 
to increase their sales. The basic principle is simple enough: 

(Continued on page 40) 


INDUSTRIES and The Flavor Field 








these new WEST BEND premiums 


will build sales and profits for you! 









fully automatic 


immersible appliances 


oe ae 
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ALL NEW 


6 to 8 CUP 
AUTOMATIC COFFEE MAKER 





Homemakers love this new West Bend 
Immersible Coffee Maker because it’s 
both beautiful and efficient. Adds a touch 
of grace to any table setting . . . and it’s 
as easy to clean as an ordinary dinner 
plate. Sparkling aluminum body is ac- 
cented by attractive, heat-resistant cover 
knob, handle and base. Priced in a popu- 
lar premium range. 


a 
— § 
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Mini-Wink HEAT CONTROL 


Extracts full coffee flavor with precise 
temperature and timing. Flashes on 
and off when coffee is serving hot. 















AUTOMATIC FRY PAN 


AUTOMATIC WATERLESS COOKER 


Newest addition to the famous West 
Bend line! Big 5 qt. size handles 
the whole family meal automatically. 
With inset pans, rack and trivet. 


additional first-line 
premiums by WEST BEND 


FLOUR 


AUTOMATIC GRIDDLE 


Over 200 sq. in. of cooking 
surface. Big enough to pre- 
pare 15 hamburgers. 


With vented cover. Holds 
334 qts. Cooks everything 
from eggs to steaks. 





12 to 24 CUP 
PARTY PERK 


A proven fast-moving premium. 
Brews up to 24 cups of delicious 
coffee every time. Polished or 
copper-color aluminum. Also in 
5O and 72 cup sizes. 


4-PIECE CANISTER SET 


Modern kitchen space-savers hold 
standard package quantities. In 
polished aluminum with black t 
covers and in copper-color alu- TEA 















AUTOMATIC SAUCE PAN 


3 qt. size. With cover and trivet. Per- 
fect for casseroles and sauces. 


Serves Griddle, Fry Pan, Sauce Pan 
and Waterless Cooker. Holds exact 
AUTOMATIC cooking temperatures from 150 to 





~ 


HEAT CONTROL 425 degrees. 
for full details write to Dept. 426 


minum with choice of black or 
white covers. 


WEST BEND ALUMINUM CO., West Bend, Wisconsin 
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“I'm a real hot premium’ 


...and top retailers across the country 
agree! A Morgan-Jones premium dishcloth 
or the coordinated kitchen and bath towels 
or bedspreads give you everything you need 
to push sales: a nationally known brand 
name, easy-to-display packaging, proven 
quality, high styling. There’s a Morgan- 
Jones premium for every price range. 
Contact Premium Division, Morgan-Jones, 


Dept. C-1, 402 Fifth Avenue, New York 


18, N.Y. Morgan Jones 


FINE FABRICS SINCE 1872 


group talks, exhibits 
set for 1959 NRTCMA 


convention in Chicago 





Once again, the National Retail Tea and Coffee Mer- 
chants’ Association will use the group discussion to delve 
into problems at its 44th annual convention. 

This technique proved highly fruitful at past conventions. 
The 1959 conclave is being held June 21st-24th at the 
Drake Hotel, Chicago. This hotel is a new site for the 
NRTCMA convention. 

One hundred suppliers of premium items will exhibit 
their wares, ranging from standard to new merchandise. 

Convention activities will open on Sunday, June 21st with 
the exhibit room becoming available at 8:00 a.m. for asso- 
ciate members to set up their displays. The Board of Di- 
rectors of the association will meet Sunday afternoon. A 
reception for members, associate members, and guests will 
be held following the closing of the Exhibit Room for the 
day, and board members and their wives will meet for 
dinner at 7:00 p-m. 

Informal discussions 


A general assembly will start off activities Monday 
morning. After routine business is handled, various sub- 
jects pertinent to the home service coffee and tea industry 
will be covered in informal group discussions. 

The exhibit room will open after lunch, and will re- 
main open until 7:00 p.m., after which the conventioneers 
will be guests of associate members at a dinner. W. A. 
Umlauf, of Cleveland, Ohio, will speak on behalf of the 
issociate members. 

Tuesday will open with a general assembly. Following the 
report of the nominating committee and election of officers, 
an informal group discussions will again be held. These dis- 
cussions, on both days, will be led by President L. H. Reese 
and Vice Presidents Donald T. McGuire and Charles G 
Roth 

Annual banquet 

The afternoon will be devoted to the exhibits. After the 
close of the exhibit room at 5:30 p.m., a reception will be 
held for members, associate members and guests. This will 
be followed by the annual banquet, which will have a floor 
show and dancing. 

Wednesday's program will open with a breakfast meet- 
ing at which new business, unfinished business and farewell 
to the president will be scheduled. The exhibit room will 
open at 10:30 A.M. and remain open until dismantling late 
in the afternoon. 

Ladies will be guests at a special luncheon on Monday, 


followed by entertainment arranged just for them. 
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COFFEE & TEA INDUSTRIES’ 


1959 Premium Buying Guide 


This Coffee and Tea Premium Buying Guide, pre- of premium. For the address of any of these companies, 
pared from information submitted for the purpose by look at the Suppliers’ Index. 
the commpames listed, ‘oon forward this publication ny A listing in bold face type means the company has an 
82-year tradition of service to the coffee and tea industries. adyertisement in this issue. In most cases, you can find 
helpful additional detail about that premium in the ad- 
vertisement. 





Use the Buying Guide in conjunction with the Premium 


Suppliers’ Index, which follows it. 


: : - ; ; If you need more information about coffee and tea 

Check the Buying Guide for premium classifications in premiums, sources or problems, drop a line to the Pre- 
which you are interested. You will find, under each mium Service Department, Coffee and Tea Industries, 
classification, names of companies supplying that type 106 Water Street, New York 5, N. Y. 


APPLIANCES, ELECTRIC Patented Products C Bates & Son, C. J. 
: Proctor Electric Co. Beacon Plastics Corp 
Amsteen Associates Regal Ware, Inc. Bennett Jay Mfg. Co. 
Bentley Co., E. G. Rival Mfg. Co. Berghoff Associates, Inc 
Bregstone & Co., C. M. Robeson Rochester Industries, Blisscraft of Hollywood 
Brooks Products, A. N Rohde-Spencer Co sonnytex Co., Inc. 
Burgess Vibrocrafters, Ine Ronson Corporation Brown Co., H. W 
Burpee Co. Sales Craft Co., Inc. Bryant Electric Co 
Closter Bros. Salton Mfg. Co., Inc Century Plastic Co 
Cohen & Sons Corp., A Silex Co., The Classy Products Corp 
Cornwall Corp. Solen, Albert M Cortland Furniture Co., Inc 
Cory Corporation Son-Chief Electrics Co Del Rey Plastics Corp 
Dominion Electric Corp. Standard Hygrade Electric Co., Diapin Co., The 
Dornich & Son, Joseph P Strickman Associates Didy-Tidy Co 
Egger, Bennett & Hondik Toastswell Co Erell Mfg. Co 
Empire Amevex Products Corp Travellers Premium Co., Ine Fashioncraft Products 
Farber, Inc., S. W Walker Co., The Flambeau Plastics Corp 
Foster Aluminum Alloy Products Waring Co., The Freedman, Irving & Freedman, 
Corp. West Bend Aluminum Co. Jerome 


Gellman Bros 





Gordon \ssociates 


Foster Aluminum Alloy Products Corp. menue en sa oe 


Quality cast automatic Chef-Master baie © ties M Hankscraft Co 

appliances. Fully immersible Electric ees ae pecianics Sarg. ' Harwood Co., The 

Skillets, Sauce Pans, Dutch Ovens \llura Products Co., Inc Hobby Hill 

and Griddles. Artistic Apron Howse, In Jewelry-of-Season Mig. Co 


Forestville, N. Y. Art Textile Products Lo Jompole Co., A 
Blossom Mtg, Co., Inc 


Gallo Mfg. Co Roland Mfg. Co 

General Slicing Machine Co., Inc. Brooks ¢ ah a \.N Koenig & Co., Harry D 
ie . Charette Products Corp tities: 

Hamilton Beach Co Erell Mf - Liberty Industries, Inc 

Hankscraft Co ; “il ; “ ‘ei Lico Novelty Co 

International Appliances Corp - tye re \ Lockwood, Lawrence A 

International Register Co Gilosa, Joseph Milbern Mfg. Co., Inc 


Iona Mfg. Co., The Heim, Leonard Mill Distributors, Inc 
Jompole Co., A. L & M Co. Monument Mfg. Co 


Keefe Mfg. Co., Jack parvi Mig. Lo Morvay & Associates, Inc., Sig 
Kendrick Co., Wm. W Robert Mig Co. Peoria Metal Specialties Co 
Kisco Co., Ine. Stylecratt Mig. Co. Ply Line Co. 

Knapp-Monarch Co lexicote, Inc Prolon Plastics Div. Pro-phy-lac-tic 
Lachman & Son, S. Ueberall Co., Jacob Brush Co. 

Major Slicing Machine Corp Ulmann ( O., Inc., Bernhard Redmon Sons & Co., W. ad 
Middleman, Al. Royal Brand Cutlery Co 
Mirror Aluminum Russel Advertising Co. 
Morvay & Associates Inc., Sig SAGY ITEMS Seamless Rubber Co., The 
Myers & Co., P. R. Acme Quilting Co., Inc Siebert Co., O. W. 

National Food Slicing Machine Co., \dvertising Specialties Mig. ¢ Smith-Benny Sales Co., Ine. 
\erolux Light Corp Swing-A-Way Mfg. Co 








Kilgore, Inc 





Kingwood Ceramics 


Inc. 
National Premium Association Allura Products Co., Inc Ueberall Co., Jacob 
Paris, Milton S. Ambassador Leather Products, Inc Ulmann Co., Inc., Bernhard 
Party-Q Corporation Art Textile Products Co Warren Featherbone Co., The 
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MADE! 
BUYS! 


BETTE 


METAL BRIDGE 
FURNITURE 


HASSOCKS 


POKER & 
GAME 
TABLES 


Established 1911 


PRODUCTS 
COMPANY 


SHORE DRIVE 
ILLINOTS 


666 LAKE 
CHICAGO 11, 
DEPT. CT 











Give Your Prospects This 


New HANDI-KUTTER” 


SAFE!—Guard 
Prevents Blade 
From Slipping Out 


The All-Around Useful 


cow-cost PREMIUM 


This new model “HANDI 
KUTTER" is just right for all kinds of 


cutting and trimming jobs around the 


Kenworth 


office, shop, home. Everybody wants 
one! Positively safe—razor blade can- 
not slip out of handle. Double life for 
each blade—for new edge just remove 
and reverse. Ample space for debossed 
name or trademark imprint. Attrac- 


tively finished in colors. 


Send for FREE SAMPLE 
— and quantity prices 


Kenworth Manufacturing Co. 


12313 W. Lisbon Ave. — Milwaukee 16, Wis. 





Westland Plastics, Inc 
Y. B. Sales Agency 


BALLOONS 


Advertising Specia 
Art Calendar Co 
Berghoff Associates, Inc 

Capitol Calendar & Mfg. ¢ 
Diperatt Mtg. C 

Dowell Co., F. R 

Eagle Rubber ( Os Line 

Eastern Adcraft Co 

Excel Merchandise & Novelty Co 
Jompole Co., A 

Lachman &S ns 

National Sales ¢ 

Oak Rubber Co., The 

(Donnell, Ltd... Neil 
Paramount Calendar Novelty Co 
Pex Machine 
Raynor's Advertising Service 
Scheiderman & Co., S 

Universal Craftsman (¢ 

Van Dam Rubber Co., Inc., 


Parker-Gaines Div 


BAR ACCESSORIES 


American Hardware 
Linc 

American hermos Products Co 

Arco Specialti x Diy 
Rubber Co., 

\round-The-World Shoppers Club 

Astra Trading Corp 

Burnstine, Samuel 

Cavalier Glass (¢ 

Century Plastic ( 

( lonial Alloys ( 

Cossman & Co., E. Joseph 

Everts Co., Harold 

Ever Wear Trunk Works, In¢ 

Gay Fad Studios 

Gellman Bros 

Cutt-Crafters, Inc 

Gutterman & Associates, Manny 

Hamilton Import Corp 

Hamilton-Skotch Corp. 

Howard Associates, Holt 

Irvin Ware Ce 

Javit Badash In¢ 

Justrite Ceramic Co 

Kingwood Ceramics 

Krischer Metal Products Co 

Kromex Corp 

Lachman & Son, S 

Langner Mig. Co 

L’Argene Products Co., Inc 

Masonware Co 

Mastercraft Plastics Co., Inc 

Metalart Co., The 

Moonglow Plastic Jewel Corp 

Parvin Mtg. Co 

Richford Mfg. Co 

Rival Mig. Co 

Seamless Rubber Co., The 

Silex Co., The 

Star Products of America 

Travellers Premiums Co., Inc. 

Viking Importrade, Inc 


Ities Mtv ( ; Ine 


Co., 


Automotive 


BICYCLES, EQUIPMENT 


Gellman Bros. 
Helenor Trading Co 
Jompole Co., A 
Siebert Co., O. W. 
Texicote, Inc 


Washburn Co., The 


BLANKETS, QUILTS 


\cme Quilting Co., Inc 

Re ll Textile Co;. Inc 
Bobrich Products Corp 
3rookmore Promotions, Ine 
Chatham Mtg. Co 
Colonial Products Co., Inc 
Economy Products Corp 
Euler Co., Inc., Don 
Faribault Woolen Mill Co. 
Gaeorgianna 

Hamilton Beach Co 


Horner Woolen Mills Co. 








Stadium Robes. 


Eaton Rapids, Michigan 





HORNER WOOLEN MILLS COMPANY 


HORNER High Quality Blankets and 








Jompole Co., A 
Kendrick Co., Wm, W 
LaBelle Mercantile Co 
Lachman & Son, S 
Mill Distributors, Inc 


Strickman Associates 


BOOKS 


Fairley Trading Corp 
Gelles-Widmer Co. 
Gromay Co., The 
Hammond & Co., C.S. 
Hines Institute, Duncan 
Institute For Business Research, 
Loeb, Inc., Ben S. 

Pocket Books, Inc 
Random House 
Smith-Benny Sales Co., Inc 
Stanley Sales Co 


BRUSHES 


Alger Creations 

Anro Products Co., Inc 
Artmoore Co. 

Beacon Plastics Corp. 
Bennington Brush Co., Inc 
Bijou Mtg. Co., Inc. 
Bowler Co., Frank 
Broadcast Specialties Co. 
Easy Day Mfg. Co. 
Everlast Products, Inc. 
Gail Mfg. Co 
Gibson-Thomsen Co., Inc 
Kellogg Brush Mfg, Co 
Koenig & Co., Harry D 
New York Feather Duster Co 
Northeastern Plastics, Inc 





Prolon Plastics Div. Pro-phy-lac-tic | 
Brush Co, 

Rayex Corp. 

Sekine Co., Inc., I. 

Stella & Associates, A. M 

Pucker Products Corp 

Vermont Plastics, Inc 


BULBS, SEEDS 


Associated Seed Growers, Inc 
Florida Bulb Co., Ine 

Flowers of Hawaii 

French Advertising Specialty Co 
Frylink Associates, Adrian 


y . : a - . ~ f * 
Kellogg Co., R. M h 
Kendrick Co., Wm, W ; | j 
Orchids of Hawaii, Inc. | 


Presner, Samuel L 


Stella & Associates, A. M 1] i } F: 
eee | | IONABLEND 


Appeals to Mixologists and Homemakers 


Price restrictions have previously classed blender 
meSeDN 7 Advertising premiums as restricted items. 
heaps ie os , Now IONA breaks the barrier with a price 
Capitol Calendar & Novelty Co 5 deal to flabbergast premium buyers. Including, 
Carroll Co; J. B a you! 
Chatham Mfg. Co., The EI Py Beautiful stylized design. Budget priced. 
Donald Art Co., Inc. fj ol IONABLEND features include: %4 H.P. super 
Ever Ready Calendar Mig. Co torque motor. Two speeds for precision blend- 
Freedman, Irving & Freedman, N ‘ ing. Heat-proof, king-size carafe. Tri-vator, turbo 
blending action. Easy pouring clover leaf design. 
IONABLEND iquidizes, shaves ice, blends, 
shreds, grates, grinds, purees, pulverizes, beats, 
chops. 


CALENDARS 


Lieberman W aelchii & Co., New York, 


Ine 


New York Feather Duster Co. 

Paramount Calendar Novelty Co a 
Plyline Co 

Raynor’s Advertising Service 

Sales Minder Co 

Selsi Co., Inc 

Popthght Corp. 

Universal Craftsmen Co 


Usetul Products Co. 


ake LEV-R-MATIC 


CAN OPENERS 


Acme Metal Goods Mtg. Co 


nee Electric Can Opener 


Burgess Vibrocrafters, Ine “The Flectric Can Opener 


Chavel Products Co., Inc 
Cory Corporatior H ” 
Atay ig ee with the Handle 
Dornich & Son, Joseph | 
ee reer ore Electric can openers... once a novelty, now a kitchen necessity. The 
Py Reg: gama handsome LEV-R-MATIC is offered to the premium trade for the first 
mal TOS ° 2 ° : P 29 — 
acoils i Import Cor] time. And if there was ever an item with premium appeal. . . it’s LEV-R- 
Iona Mfg. Co., The MATIC. Beautiful styling in turquoise and chrome. Instantly and auto- 
Lachman & Son, S matically opens any shaped can and holds until lever is released. 
Langner Mtg. Co 
Lipic Pen Co., Joseph 
Magic Hostess Corp. 


Be rco ial Beceeie Ce THE IONA MANUFACTURING COMPANY, INC. 


Rival Mfg. Co 


Seaith-Beany Seles Co., In REGENT STREET e MANCHESTER, CONNECTICUT 
959 21 


Send for IONA Premium Plan Details 








A SELL OUT! 


NEW 
ELECTRONIC 


ie ROOM 
lll. peoporizeR 


THE ONLY PREMIUM THAT’S 
ALL NEW AND DIFFERENT 


Guaranteed against mechanical defects for 
10,000 hours of use. U.L. approved, AC or 
DC current. Refills retail for 49¢ each. 





Act quickly. Call your jobber or order direct. 
Retail at 3.95 complete with deodorant 
block. 

Used by ‘‘Tupperware’’ for Hostess Gift! 
SPECIAL QUANTITY DISCOUNTS AVAILABLE 


ALSO SPECIAL MAIL 


ORDER PACK AVAILABLE gen 
Excellent for tie-ins 


or self-liquidating premiums 





See us at Annual Conventiox 
of National Association of Direct 
Selling Co., LaSalle Hotel, 
Chicago, June 7-10, 1959 











IRO MANUFACTURING CO. 





4640-80 NORTH 18th St., Phila. 40, Pa 


Fabulous, New 


TELE-VISION 
PHOTO IDENT 
LAMP CLOCK 





If one picture is worth 1,000 words, 
this fabulous Clock is worth a million. 
So new! So different! Plus this ex- 
clusive personal touch that almost 
guarantees the sale. 
BEAUTIFUL GOLD-EMBOSSED 
FRAME ON THE FACE FOR THAT 
FAVORITE PICTURE OF A NEAR 
AND DEAR ONE 


FEATURES: Independent Nite lite—glows 
in dark — self-starting electric —3 year 
Quarantee—S'"' x 5'/2'' x 3'/2''—Weight 
2 !bs.—Individually boxed 
Samples Furnished On Request 
Without Obligation 






PENNWOOD NUMECHRON COMPANY 
7249 Frankstown Avenve, Pittsburgh 8, Penna 






Spat Metal Products, Inc 
Speaker Corp., J. W 
Swing-A-Way Mig. C 

Toplin Mfg. Co., The 

Furner & Seymour Mfg. Co., The 
Washburn Co., The 


CARTON OPENERS 


Kenworth Mfg. Co. 


CHINAWARE 


Arlen China Co 

Jacharach International, Ltd 
Cohen & Sons Corp., A 
Fox-Ware Premiums 

Glasoher Co 

Howard Associates, Holt 

Katz, Inc., Frank M 

Kaul Importing Agency 

Kessler er o., Alb« rt 

Knowles China Co., The Edwin 
Lachman & Son, S 
Lap Co., Gustav 
aughlin China Co., Homer The 
aurel Potteries of California, Inc 
Milbern Mfg. Co., Inc 

National Silver Co., Inc 


Pacific Premium Co 


] 


Prolon Plastics Div. Pro-phy-lac-tic 


Brush Co 
Roberts Co., Fred 
Roval China, Inc 
Salem China Co., The 
Shafford Co., The 
Solen Co., Albert M 
aylor, Smith & Taylor Co., The 


World Wide Art Studios 


CHRISTMAS CARDS 


Bregst me & ( o.. % M 
Deutsch, Inc., J M 

Donald Art Co., Inc. 
Everlast Products, Inc 
Fairley Trading Corp 
Gsordon Associates 

Holland Distributors, In¢ 
Paramount Calendar Novelty Co 
Ralco Products Co 

Sales Minder Co 

Talking Devices Co. 
PFhompson Corp., George S 


Woodpecker Woodware 


CIGARETTE LIGHTERS 


Accepted Advertising 

Astra Trading Corp 

Beacon Sales Co. 

Bennett Co., S, F 

Buxton, Inc 

Capitol Calendar & Novelty Co. 
Curtis Advertising Specialty Co 
Dalamal & Sons, Inc 

Davis Products Corp. 
Distinctive Embedments, Inc 
Dowell Co., F. E 

E-ssef Distributors, Inc. 


COFFREE -& 





TEA 





INDUSTRIES 





Excell Merchandise & Novelty Co. 

General Merchandise Supply Co. 

Gordon Associates 

Gromay Co., The 

Gutterman & Associates, Manny 

Hyalin Porcelain, Inc. 

Imperial Merchandise Co. 

Karv Art Products Mfg. 

Kende Novelties Co 

Lieberman Waelchli & Co., New York 
Inc 

Magna-Lux Lighter Co 

Marhill Co., Inc., The 

Myers & Co., P. R 

Ralco Products Co 

Rensie Watch Co., Inc 

Richtord Corporation 

Ronson Corporation 

St. Thomas, Inc. 

Sales Minder Co 

Schick, Inc 

Sponholz Importers 

Sterling Jewelers, Inc 

Swiss Harmony, Inc. 

Travellers Premiums Co., Inc 

World Mfg. Co 

Zell Companion Products Corp 


CLEANING AIDS 


American Sponge & Chamois Co., Inc 
Artmore Co 

Asher Broom Co. 

Bijou Mtg. Co., Ine. 

Brooks Products Co. 

Burgess Cellulose Co. 





BURGESS CELLULOSE CO. 


Beautiful new packages; shapes and sizes 
designed for the women — retails from 
10¢ to 79¢ 


Freeport, Ill. 








Cadie Chemical Products, Inc 
Coats Co., Paul B 

Colonial Alloys Co. 

Dover Products Co 

Easy Day Mfg. Co 

Forrest Yarn Co. 

Garner & Co 

Golden Star Polish Mfg. Co., Inc 
Hofman Industries, Inc 
Kurly Kate Corp 

Quickie Mfg. Corp 

Spar Metal Products, Inc 
Traum Co., Inc., David 


Zephyr Mtg. Co. 


CLOCKS, WATCHES 


Aristocrat Clock Co. 

Berkeley Mfg. Co. 

Bradley Time Corp. 

Brookmore Promotions, Inc. 
Capitol Calendar & Novelty Co. 
Chatham Mfg. Co., Inc., The 
Chavel Products Co., Inc. 
Cohen & Sons Corp., A, 
Dalamal & Sons, Inc. 
Distinguished Gift Mfrs. 





and The Flavor Field 


























Enicar Water Corp. CLOSET ACCESSORIES Borgsman & Co., Leon A. 
Excel Merchandise & Novelty Co. ; ; Bryant Electric Co. 
General Products Co. Almont Mig. Co., Inc. Cossman & Co., E, Joseph 
Geneva Time of New York Blossom Mig. Co., Inc Flambeau Plastics Corp. 
Gordon Associates Boland Mig. Co. : Freedman, Irving & Freedman, N 
Gsell & Co., Inc. R. Central States Paper & Bag Co Jerome 
Hallmark Accessories Charette Products ( orp. Gift-Crafters, Inc. 
Hanover Watch Co. Chavel Products Co., Inc, Gilosa, Joseph A. 
Citation Housewares, Inc. Kenworth Mfg. Co. 
Columbus Plastics Products, Inc Kessler & Co.. Albert 
Dover Products Co. Krischer Metal Products Co 
G & S Metal Products Co Leipzig & Lippe, Inc. 
Iro Mfg. Corp. _ Milbern Mfg. Co., Inc. 
Kees Mig. Co., F. D. Moonglow Plastic Jewel Corp 
Loeb, Inc., Ben S._ Nue-Line Sales Mfg. Corp 
Lux Clock Mfg. Co., Inc., The Montrose Hanger Corp. — Pacific Premium Co 
Marion Umbrella & Novelty Co. Moonglow Plastic Jewel Corp. Plastic Masters 
May & Halas, Inc. Nagler Mig. vata Shafford Co., The 
Mover Co., Inc., J. J. National Products Sales, Inc. Social Supper Co. 
Myers & Co., P. R. Nevco Wood Products Co, Walther Co., Ray J 
O’Connell & Co: Eb Reliable Metal Products UO; Inc 
Orbros, Inc. Richard Mig. ( oO. 
cs, wee ei rg Hep eg 
are ieee ge mings Co. Stella Associates, A. M. COFFEE DISPENSERS 
hy United States Stagalite Co., Inc. 

Ralco W atch 0, Inc Usef | Prod “te Co \] Nactic © al 

; : etul Product | Plastics Corp. 
Rensie Watch Co., Inc Neiuetied: Wikeemnn Mala Co. T 
Richter & Phillips Co \merican Thermos Prox ucts Co., 
: Brush Pottery Co., The 
rs i ae Distinguished Gift Mfrs 
— BENS: FSW CLCES, SENG COASTERS Enterprise Aluminum Co., The 
Strickman Associates Federal Enameling & Stamping ( 
Pucker-Lowenthal Co Arco Specialties Div. Automotive Handcraft Mfg. Co. 
Williams Corp., The Rubber Co., Ine. Inland Glass Works, Div. Club 
World Wide Art Studios \rt Industries, Inc. \luminum Products Co 
World Wide Watch Co Bartlett-Collins Co. National Housewares, Inc 
Zodiac Watch Co Blisscraft of Hollywood Nordette, Inc 


Harris Co., Ine.. L. 
Helbros Watch Co., Inc. 
Imperial Merchandise Co 
Ingraham Co. 

Karvo Art Products Mfg 
Kende Novelties Co. 
Kingston Watch Co., Inc 


W. 


FOR THE WOMEN IN YOUR BUSINESS LIFE 





« 


Matson’s Satin ’n Lace 
Dresser Set—Gold, Pink, 
Blue Satin accented by Jewelers 
Bronze—nationally advertised— 
4-Piece set—about $5 retail. 


Matson’s new Mirrored 
Perfume Trays— 
nationally advertised — 
from $5 to $15 retail. 


For samples and further information write Premium Division, Dept. C Matson Mfg. Co., Inc., 347 Fifth Ave., New York 16, N. Y. 


23 








BIGGEST 7} ¢ 


FREE SAMPLE 


World's greatest 
j Mum PLASTIC 
HOSTESS. APRONS 
for onl 4¢ eact 
mn quantity! 
EXTRA - LARGE 
zm V ttrac 








tre j N bligati 
L & M COMPANY, 415 N. 8 St., 
Over 12 years in business—Millions of satisfied customers 


St. Louis, Mo. 








BIGGEST 
APRON A 2 


FREE SAMPLE 





World's greatest 
premiun PLASTIC 
HOSTESS APRONS 
for only 7 ¢ each 
juantity ! 
EXTRA - LARGI 
r Very attrac 
tive. For free give 
“ tre-ir store 
penings, et Write for 
tree sample No obligatior 


L & M COMPANY, 415 N. 8 St., 


Over 12 years in business—Millions of satisfied customers 


St. Louis, Mo. 





relate! 


Flowers 


for 
PREMIUMS 
and 


Write for FREE SAMPLE 
of an exotic plant 


Worlds Largest Supplier 
of Horticultural Premiums 


Please write attention Charles Turner 


ORCHIDS OF HAWAII, INC. 
National Sales Office 


7th AVENUE, NEW YORK 1, N. Y. 











Old Dutch Trading Co 
Shatford Co., The 

Silex Co., The 

Taylor, Smith & Taylor Co 


ictory Plastics Co 


COFFEE MAKERS 
Bacharach 
Cory ¢ 
Dominion Electric Corp 
Aluminum Co., The 


Ltd 


International, 
‘orporation 


Enterprise 
Everts Co., Harold 

Farber, Inc., S. W 

Federal Enameling & Stamping C 
Handcraft Mfg. Co 

Helmco, Inc 


Inland Glass Works, Div. Club 
Aluminum Products Co. 

Keefe Mfg Co., Jack 

Kromex Corporation 

Lieberman Waelchli & Co., New 
Inc 

Mardigian Corp 

Mirro Aluminum Co 


Myers & Co., P. R 
Paris, Milton S 
Regal Ware, Inc 


Robeson Rochester 


Rome Mtg. Div. Revere Copper & 
Brass Inc 

Silex Co., The 

Solen Co., Albert M 


Strickman Associates 
Sun Gold 
United States 


Van Veen Co., Alexander 
West Bend Aluminum Co. 


Industries 
Stamping Co 


COFFEE MEASURES 


Brownie Mt ( 
Larido Corp 
Somes Ce Martin 


COOKING ACCESSORIES 


Ace Products Co 

Astra Trading Corp 
3acharach International, 
Beacon Plastics Corp. 
Bentley Co., E. G 

Bijou Mtg. Co., Inc 
Dornich & Son, Joseph P 
Products Co 
Metal Mfg. Co 
Enterprise Aluminum Co., The 
Everts Co., Harold 

Federal Enameling & Stamping C 


Ltd 


Dover 
Eclipse 


Gay Fad Studios 

Gilosa, Joseph \ 

Guedon Co 

Gutterman & Associates, Manny 

Irvin Ware Co 

Kees Mfg 0... F. D 

Lynch & Jamentz Co 

Magic Hostess Corp 

Moses Bros., The 

National Food Slicing Machine Co., 
Inc. 

National Premium Associates 

Old Dutch Trading Co. 


Parker-Gaines Div. Tex Machine 


DIFPEE kh Wer 


York, 


Industries, Inc, 


Co. 


Peerless Textile Co. 
Plastic Masters 

Russel Advertising Co. 
Smith, Charles L. 
Verity Southall, Ltd. 
Washbrun Co. ,The 


West Bend Aluminum Co. 
Western Stoneware Co. 
Williams Cutlery, Inc. 


COSMETIC ACCESSORIES 


Parfums 

Products Corp. 
House Products, Inc 
Products Co., Inc 


Cardinal 
Charette 
Glamour 
L’Argene 


Marhill Co., Inc., The 
Matson Mfg. Co., Inc. 
Moonglow Plastic Jewel 
Richford Corp. 

Ronson Corp, 


Roval Coin Co., Inc. 
Sparky ot 
Special Glass Products Co 
Products Co. 

Star Products of America 
Stella & Associates, A. M 
Sterling Jewelers, Inc 

Stern, Inc., Walter 
Tucker-Lowenthal Co 

Waltco Products, Inc. 
Windsor Chemical Laboratories 
World Wide Watch Co 

Zell Companion 


Chicago 


Standard 


COSMETICS 


Cardinal Partums, Inc. 
Fairley Trading Corp. 
L’Argene Products Co., Inc 
Masonware Co. 

Vis-Zar-De Cosmetics, Inc. 
Windsor Chemical L 


aboratories 


CUTLERY 
American Cutlery & Hardware C 
Inc. 
Astra Trading Corp 


Avery-Hellman Corp 

Bennett Co., S. E. 

Bentley Co., E. G. 

Joker & Co., Inc. 

Broadcast Specialties Co 

Burns Mfg. Co., The 

Camillus Cutlery Co 

Concord Shear Co 

Elpo Products Inc. 

Empire Amevex Products Corp. 

Englishtown Corp., The 

Fox-Ware Premiums 

Hamilton Import Corp. 

Harding Sales Co. 

Hi-Test Premier Products, Ine 

Hornsby & McKinley Co 

Imperial Knife 
Inc. 

Imperial Merchandise Co 

Koenig & Co., Harry D. 

Lamson & Goodnow Mfg. Co. 

Larick Mfg. Co., Inc. 

Lockwood Co. Lawrence A. 

Loeb Gon Ben S. 


INDUSTRIES and The 


Products Corp. 


Associated Companies, 





Moses Bros., The EARTHENWARE FURNITURE, FOLDING 

Myers & Co., P. R. 

National Food Slicing Machine Co., Western Stoneware Co. Bridge Tables & Novelties, Inc 

Inc Dae 

f Cordell Industries, Inc 

oe \rthur M Cortland Furniture Co., Inc 

= lac K. G. Crown Products Co. 

neida, td Dornich & Son, Joseph P 

Quikut, Inc. EYEGLASS TISSUES Durham Mfg. Corp. 

Regal Specialty Mfg. Co., The Eclipse Metal Mfg. ¢ 

Regent-Sheffield, Inc. Dow Corning Corp Fritz & Co., A 

ve? ‘ utlery Co., Inc Eastern Adcraft Co. Hamilton Cosco, Inc 

Royal Brand Cutlery Co Larick Mfg. Co., Inc. Kay, Florence Louise 

Scheiderman & Co. Lov Advertising Service Marshallan Mfg. Co 

Supreme ¢ utlery Corp Rosen & Son Co., The M. B Nevco Wood Products Co 

United Cutlery & Hardware Products Nu-Lite Products, Inc 

Oo. . : Pennant Div. of Industrial Enterprises, 

Utica Cutlery Co. Inc 

Vermont Plastics, Ine. Poloron Products. Inc 

World-Wide Gifts FLASHLIGHTS Re-Ly-On Metal Products, Inc 
Solen Co., Albert M 


DOLLS Ashe Co., H. J. Waweane: Seg Le 


a ; Astra Trading Corp. 

Around-The World Shoppers Club Brownie Mig. Co. 

\very-Hellman Corp Cable Electric Products, Inc 

Bregstone & Co., C. M. Dalamal & Sons, Inc GAMES 

Commonwealth Plastics Corp Delta Electric C 

Frank & Press Fairley Trading Corp \labe Crafts, Inc 

Horsman Dolls, Inc Fulton Mfg. Corp. American Metal Specialties Corp 

Karavan rading Co : ; Gits Molding Corp., J. P Bar-Zim Toy Mfg. Co., Inc 

Marion l mbrella & Novelty Co Gutterman & Associates, Manny Bell Products C« 

Marvel Sales o., Ine, Imperial Merchandise Co Carrom Industries, Inc 

mites Doll ¢ reations, Inc., Esthet Lieberman Waelchli & Co Clay, Stewart 

World-Wide Gifts Newhouse, Arthur M Cossman & Co., E. Joseph 
Orbros, Ine Dart Mig. Co 

DRESSER SETS Paramount ( alendar & Novelty Co Faber Pencil Co., Eberhard 

Ray-O-Vac Co Field Mtg. Co., Ine 

Matson Mfg. Co. Scheiderman & Co., S Furman Co,, } 


ONLY SLICERS HAVE 


PRESS 2. CLEAN 


TRADEMARK PATENT PENDING 


REMOVABLE KNIFE 


~ SAFE R GUARD 


stops slicing action unless hands are safe! 


Touch the PRESS-2-CLEAN button and knife 
releases for easy cleaning. Touch the button and 
presto—it’s back in place...in seconds! PRESS- 
2-CLEAN is found ONLY on General Slicing 
Machines...this plus famous SAFE-T-GUARD 
makes GENERAL the easiest to use, safest to use 
and most wanted slicer—anywhere! ce 


OOOO 


& 


o USE=~ 


No trO 
Toos T0 LOSE; 


NO pants * 


Slicing Machine Co., Inc. 
Walden, New York 


£5 











\ 


K& - 
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'. 
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SHUTTLE LOOP is an excellent 
premium game. I[t will SELL 
YOUR PRODUCT FOR YOU! 
It’s a “family game”, played in 
the living or game room, terrace, 
lawn or garage. Set consists of 
Loop standard, two paddles, plas- 
tic shuttlecock, instructions. Dis- 
tributor price is $3.50 ea. (quanti- 
ty discounts), packed individually 


in attractive mailer box. 


DUDLEY 
SPORTS COMPANY 


633 SECOND AVE. 
at 34th Street 
New York 16, N. Y. 
MUrray Hill 4-1974 - 1975 











Here’s an “asked for” 
ne ee 


of loom woven fibre-hardwood frame 
genuine masonite bottom, lid-hardwood 
and veneer covered with loom woven 
fibre, fitting—stainless steel forks, spoons, 
divided plastic plates, mugs, salt, pepper 
shakers, paring knife, can opener—room 
for own thermos finished in maple 
enamel 

Size 14 x 21 x 10%, one to carton—wt. 
16 lb. Order 33F6 for service for six 
33F8 for eight. 


Write Dept. L. B. for complete Catalog or call- 


Ww. C. redmon sons TG | co. 
PERU, INDIANA 


@ In their 75th year of leadership 





Gardner & Co 
Gelles-Widmer Co 

Kilgore, Inc 

Lowe Co., Inc 

Marion Umbrella & Novelty Co 
Marvel Sales Co., Inc 
Mastercraft Plastics Co., Inc 
Metal Moss Mfg. Co 
Niblack Co., K, G 

Plastic Masters 

Prevue Radsell Co 

Schapet Mie. ¢ is Inc.., W.H 
Useful Products ¢ 

Victory Mfg. Corp 


GLASSWARE 


Airko Mtg. Co 

American Bravo Co 

Anderson Bros 

Arco specialities 

Arlen China Co 

Around-The-World Shoppers Club 

sartlett-Collins Co 

Borgsman & Ce Leon A 

Continental Can Co., Inc 

Distinguished Gift Mfrs 

Dripeut Gesslet Corp 

Fox-Ware Premiums 

French Advertising Specialty ( 

Gaay Fad Studios 

Gift-Cratters, Inc 

Glasolier Co 

Gross Co., Wm, M 

Handcraft Mtg. Co 

Hornick, Frederick 

Inland Glass Works, Div. Club 
Aluminum Products ¢ 

Javit Badash, Inc 

Jeanette Glass Co., The 

Jompole So. oh 

Karavan Trading Co 

Kayser & Morgen Import (¢ 

National Silver Co 

Richford Corp 

Special Glass Pr xlucts ( 


Viking Importrade, Inc 


HANDBAG ACCESSORIES 


Associated Leathercratters Corp 
BR ey, | 

Bates & Son ¢ J 

Belmont Bags, Inc 

Champ Products Cory 

Charette Products Corp 

Chavel Products Co., Inc 

Cracovaner & Polirer 

Everts Co., Harold 

Gail Mfg. Co 

Hagerstown Leather Goods ( 

Little Star Novelty Co 

Metalart ( o., The 

Richford (¢ orp 

St. Thomas, Inc. 

Skalny Basket Co., Inc., L. S 

~ len Co. Albert M 

Star Products of America 

Walker, Inc., H. Stedman 

Zell Companion Products Corp. 


HANDKERCHIEFS 


Brown Co., H. W 


Fete - TeA 





Karavan Trading Co, 

Miil Distributors, Inc. 

North American Handkerchief Corp. 
Sparky of Chicago 

Victoria Printed Products 


HOME FURNISHINGS 


American Bravo Co. 

American Tack Co., Inc. 

Amsteen Associates 

Anita Textiles 

Aurora Industries, Inc 
Jennington Brush Co. 

Blossom Mtg. Co., Ince. 

Cavalier Glass Co 

Dart Mfg. Co. 

Durham Mfg. Corp. 

Economy Products Corp 

Kk mpire Mfg. Co 

Euler Co., Inc., Don 

Evans International, Inc 

Gordon Associates, Inc 

Hallmark Accessories 

Hamilton Cosco, Ine. 

Holland Distributors, Inc. 

Houston Brass Products Co 

Javit Badash, Ine. 

Katz, Inc., Frank M. 

Kayser & Morgen Importing Co 

Kiltie Mfg. Co 

Klein Inc., Max 

Lane Chair Co., J 

Marshallan Mtg. Co. 

Mever & Sons, Inc., W F. 

Mill Distributors, Inc. 

Mirafoam, Ine. 

Moonglow Plastic Jewel Corp 

National Products Sales Co. 

Nevco Wood Products Co., Inc. 

Oxtord Drapery Co. 

Parker-Gaines Div. Tex Machine C 

Pearl-Wick Corp 

Peerless Mfg. Co. 

Pennant Div. Industrial Enterprises, 
Inc 

Ply Line Co 

Poloron Products, Inc. 

Premium Pillow Co., Inc 

Redmon Sons & Co., W. C. 

Reliance Plastic & Chemical Corp 

Re-Ly-On Metal Products, Inc 

Republic Molding Corp. 

Richter & Phillips Co 

Ronson Corp. 

Safeguard Corp. 

Sales Craft, Inc 

Seamless Rubber CoO. The 

Smith, Charles L. 

Smith Co., Inc., B. F 

Styletone, Inc. 

Viking Importrade, Inc 

Walters Mfg. Co 

Wolff Products Co 


HOME HARDWARE 


American Cutlery & Hardware Co., 
Inc 

Artmoore Co. 

Comet Metal Products Co., Inc 

Kegar, Bennett & Hondlik 

Evans Rule Co. 

Gordon Associates 


NDUSTRIES and The Flavor Fie 








Hi-Test Premier, Inc 
Katz Inc., Frank M. 
Marshallan Mfg. Co. 
Melnor Industries, Inc. 
Metal Art Co., The 
Middleman, Al 
Moonglow Plastic Jewel Corp 
National Food Slicing Machine Co 
Inc. 
Peoria Metal Specialty Co 
Reliance Plastic & Chemical Corp 
Rohde Spencer Co. Hammond's 
Safedge Metal Products, In« International World Globe 
Model 1822 





Premiums 
with PULL! 


Silken, Inc., Paul 
Smith, Charles L 
Standard Can Corp 
Steelcraft Tool Co 
Stelco Mfg. Co.,. . p=, 
Washburn Co., The TRAVE! 
ATLAS 
” rE 
mck AMERICA 42 


IRONS 





Dominion Electric Co 
Myers & CO. Pp. R. 
Proctor Electric Co 
Rival Mfg. Co 

Solen Co., Albert M 
Son-Chief Electric, Inc 
Waring Products Corp 





Hammond's 
Travel Atlas 


Hammond's 
Classic World Atlas 


It’s been 
PROVEN! 


Hammond premiums 
make powerful per- 
suasion for any of 
your incentive needs. 


JEWELRY 


UHI 





Alice Jewelry Co 

Broadcast Specialties Co 
Central Novelty Co. 

Cohen & Sons Corp., A 
Commonwealth Plastics Corp 
Curtis Advertising Specialty ( 
Delma Mfg. Co., Inc 

Dickson Mfg. Co 

Eppy & Co., Samuel 

Este Co., Ine 

Excel Merchandise & Novelty ( 
Holland Distributors, Inc 


rosa’ 
~norts A 
SPC 

Re) aMERICA 


Imperial Merchandise Co 
Jewelry-of-Season Mfg. Co oc 
Justrite Ceranuc Co 

Klepa Arts 

L’Argene Products Co., Inc 
Marhill Co., Inc., The 

Mele Mfg Co... Ine 

Oleet & Bros., Inc., Harold k 
Phillips Co., Richter 

Rohde Spencer Co 


Sports Atlas of America 


C. 8. Hammond & Co. 


MAPLEWOOD, NEW JERSEY 


Write for details and special premium costs on 
the extensive selection of power-packed, incen- 
tive—creating Hammond premiums. 


KEY CASES 


Adams Manufacturing Co 
A\lan-Whitney Co., Inc. 
Allura Products Co., Inc 


Associated Leathercrafters Corp 


US: A. 
Bassett Co., W. E. 
Bayes Mfg. Co., Inc 
Bobrow Industries, Inc 
Broadcast Specialties Co 
Buxton, Inc. 
Cracovaner & Polirer 
Elpo Products, Inc 
Enger-Kress Co. 
Essef Distributors, Inc 
Flambeau Plastics Corp 


French Advertising Specialty Co 


Gail Manufacturing Co 
Hagerstown Leather Goods 


1959 








NEW! CUSTOM DESIGNED 


SIZZLER-SERVERS 


FOR THE HOME — OUTDOOR 
BARBECUE 





KEEPS ALL FOOD SIZZLING HOT 





Heavy cast aluminum, in oval, round and 
fish designs. Send for sample and special 
promotion deals. 


Melco Foundry & Mfg. Company 


2021-25 W. Ferdinand St., Chicago 12, Illinois 








Ae 





give the 
little lady what 
she wants! 


NATIONALLY FAMOUS 


Polly Flex 


POLYETHYLENE 


HOUSEWARES 


We can supply you with practical, long 
lasting household necessities the kind 
women buy for themselves and show with 
pride. Most of our products are available 
in a choice of lovely colors. They're unbreak 
able, wash easily, won't dent, chip or rust. 


HAMPERS —Small!andLlarge 
In Pink, Yellow, Turquoise 
and White. Ideal for kitchen, 
bedroom or bath 


DECANTERS —In 4 sizes 


Size shown, 72-ounce 


MIXING BOWLS — Set 
\ of 3, Large, medium, 


small. Boilable. Finest 


for hand and machine 
J mixing 


DISHPANS — Medium 
and Large. In Yellow, 
Red, White, Pink, and 
Turquoise 


WASTE BASKETS — Rect 
angular and Round. Dec 
orated and Plain. 


Many Others to Choose From 


Write for Republic's full-color catalog, show- 
ing our complete line. From this selection you 
can give the ladies what they want. .. 
Polly Flex Housewares, finest polyethylene 
housewares made. 21959 


a 3 oe 8 - 7 fo 
Molding Corporation 


6465 .N. Avondale e Chicago 31, Ill. 


Hit Sales Corp 
Hornsby & McKinley 
Lice Novelty Co 
Pen Co., Joseph 
Advertising Service Co 
Marion Umbrella & Novelty 
Matteson Co., The Geo. C. 
Maver, Inc., A. G 
Metalart ( he Phe 
Nue-Line Sales Mtg. Co 
O'Donnel Lt 


Stedman 


Products Cory 


KITCHEN DEVICES 


\ce Product 
\cme Metal 
Ait Channel 
\lhance Mtge 
American kat 
Brown, Ine., | 
ahs 
Mig 
ster Bros 
Cornwall ( 
Cossum & { 
Daher ( ee 
Detty’s Fish 
Dripcut Gessler 
Durham Mfg 
Elgin Novelti 
km ) r reelaln 
Forrest Yarn Co 
Foster Aluminum Alloy Products 
Corp. 
G & S Metal Products Co 
Garner & Co 
General Slicing Machine Co., Inc. 
Gutterman & Associates, Manny 
Hamilton Import ¢ 
Heuck, M. | 
Imperial Knit ociated ( 
Iii 
Kitchen Equipment, 
Div 
Lena ( 


Enamel Co., Inc 


Appliance 


yrporation, J 

Liberty Industries, 

Lynch-Jamentz Co 

Magic Hostess Corp 

Major Shicing Machine Corp 

Milwaukee File Co 

Mirror Aijiuminum 

Monument Mig. Co 

National Food Slicing Machine C 
Inc 

Nevco Wood Products Co 

Paris, Miiton S 

Peoria Metal Specialty Co 

Prevue Radsell C 

Regent Shettield, Ad 

Republic Molding Corp. 

Rhodes, Inc., M. H 

Rival Mig. Co 

Robeson Cutlery We Inc 

Russell Advertising Co 

Silken, Inc., Paul 

Spears Sons Co., The 

Swing-A-Way Mfg. Co 
Paplin Mig Ca. Phe 

Plastic Molding Co 

United Cutlery & Hardware Products 
( 


Ale 1 


Pri-State 


ompanies, 


Usetul Products Co. 
Washburn Co., The 
West Bend Aluminum Co. 
Y. B. Sales Agency 


KNIVES, POCKET, HUNTING 


Accepted Advertising 

American Cutlery & Hardware 
Baves Mtg. Co., Inc 

Boket & Co.. Ine H 

Concord Shear Co 
Conrad-Poncell Inc. 
Advertising Specialty 
Distributors, Inc. 
Advertising Specialty C 


Curtis 
Esset 
French 
Heim, Leonard 
Hi-Test Premier 
Imperial Knife 
Inc 
Kayvwoodie Pipe Ss, Inc 
Lieberman Waelchli & Co., 
Lipic Pen Co., 
Lockwood Co., Lawrence A 
Matteson Co., The Geo. C. 
Murphy Co., Inc., R 
Newhouse, Arthur 
©’ Donnell, Ltd., Neil S 
Paramount Calendar Novelty (¢ 
Robeson Cutlery Co., Inc 
Russell Advertising C 


Selsi Co., Ine 


Products, Ine 
Associated C 


Mipanies, 


New \Y 
Joseph 


Utica Cutlery Co 
United Cutlery & Hardware Products 
C 


LAMPS, LAMPSHADES 

erolux Light Co 

rch Lamp Mfg 

rgo Lamp Co., Inc 
Berkeley Mfg. C 

Brooks Corp., A. N 
Cornell Lamp & Shade © 
Dripecut Gessler Corp 

Eagle Electric Mtg. Co., Inc 
Egvar, Bennett & Hondlik 
General Products Co 
Glasolier Co 
Gross Co., Wm. M 
Hallmark 
Handcraft Co 

Hobby Hill 

Karv Art Products Mfg 


Lamp-O-Lite Co. 


\ccessories 





Lamp-0-Lite Company 
Pole Lamps, Tree Lights, Floor Lamps — 
promotional Boudoir & TV Lamps. Write 
for Catalog. 

1617 S. Michigan Ave., Chicago 16, Ill. 








Larido Corporation 
Melrose Lamp & Shade Co 
Rex Electric Mfg. Corp 
World Mfg. Co 


LAUNDRY AIDS 


\lger Creations 











Anderson Bros. 

Artmoore Co. 

Cadie Chemical Products, Inc 
Columbus Plastic Products, Inc 
Eidinger Mfg. Co., Otto 
Ellwood Co., The 

Fremont Bags Co. 

Ironees Co., The 

L’Argene Products Co., In¢ 
Lyons Co., R. H. 

Marion Umbrella & Novelty ( 
Marshallan Mtg. Co 

Meyers Co., Martin 

National Products Sales Co 
Rough Rider Products Corp 

S & F Co., (Tidy Tainer Div.) 
Traum Co., Ine., David 

United Plastic Corp 

Victory Mfg. Corp. 
Worldsbest Industries, 


LEATHER GOODS 


\round-The-World Shoppers Clul 

Artgold Leather Goods Co., Inc 

\ssociated Leathercrafters C rp 

Bassett Co., W. EF 

Bates & Son, C. J 

Baves Mfg. Co., Inc 

Bennett Co., S, E. 

Brookmore Promotions, Ini 

Rurnstine, Samuel 

Buxton, Inc 

Champ Products Corp 

Chavel Products Co., Inc 

Cracovaner & Polirer 

Dowell Co., F. R 

Enger-Kress 

Evans & Jacobs Co 

Gail Mtg. C 

Galewski & Sons, Inc., A 

Giambri, M 

Gordon Associates 

(suedon Co 

Haverstown Leather Go 

House of Nash 

Imperial Luggage Co 

Journey Quality Luggage 

Knickerbocker Case Corp 

L. Argene Products Co., In¢ 

Lico Novelty Co 

Marion Umbrella & Novelty ( 

Mevers Co., Martin 

National Products Sales Co 

Olympic Luggage Co 

Poster Bros., Inc 

Regal & Wade Mfg., Inc 

Reliable Luggage, Inc. 

Rensie Watch Co., Inc 

Richter & Phillips Co 

St. Thomas, Inc 

Sales Minder Co 

Tucker-Lowenthal Co 

United Cutlery & Hardware Products 
Co 

Universal Craftsmen Co 

Universal Trunk Co 

Walker, Inc., H, Stedman 

Winfield Mtg. Co., Inc. 

Zell Companion Products C 


LINENS 


Brown Co., H. W 


1959 


Brown & Kruger, Inc. 

Curtis Advertising Specialty Co 
LaBelle Mercantile Co 

Mill Distributors, Inc. 
Morgan-Jones, Inc. 

Parvin Mfg. Co 

Taylor Linen Co 


LUGGAGE 


Artgold Leather Goods ( Ou, Inc 
Brookmore Promotions, Inc 
Burnstine, Samuel 

Crown Luggage Co., Inc 
Evans & Jacobs Co 

Ever-Wear Trunk Works, Inc 
Firman Leather Goods Corp 
Hanick’s Display Center 
Holland Distributors, Inc 
Horton & Hubbard Mfg. Co 
Imperial Luggage Co 

Journey Quality Luggage 
Katz, Inc., Frank M. 
Knickerbocker Case Corp 
L-U-C-E Mig. Co 

M&M Bag & Suitcase Co., Inc 
May & Halas, Inc. 

Olympic Luggage Corp 

Poster Bros., Inc 


Reliable Luggage, Inc. 





RELIABLE LUGGAGE INC. 


Choose from three nationally distributed 
brands — Boyle—Airway—Travel Joy. 
Drop shipping possible. 


Write Dept. P.M. 
West Pittsburgh, Lawrence County, Pa. 








RELIABLE LUGGAGE INC. 


Boyle—world's finest since 1851 
Airway — with patented Shu-Pak .. . 
Travel Joy — the best for less. 


West Pittsburgh, Lawrence County, Pa. 











Rohde Spencer Co 

Sales Craft, Inc 

Sun Gold Industries 

Travel Goods, Inc. 
Travellers Premium Co., Inc 
Universal Craftsmen Co 
Universal Trunk Co. 
Zimmerman Co., The Jay \ 


MAIL BOXES 
ORNAMENTAL WROUGHT IRON 


Southern Fabricators Corp. 


MANICURE ITEMS 
Associated Leathercrafters Corp 
U.S.A 
sassett Co., W. I 
Bates & Son, C. J 
Burnstine, Samuei 
Chavel Products, Inc 
Clauss Cutlery Co 
Concord Shear Co 
Cracovaner & Polire: 


SANTA'S 
WHISTLING 
CANDY CANE 


(PAT. PENDING) 


A LOVELY 
WINDOW AND 


SELLS FOR 


WHISTLE 
BUILT INTO 
HANDLE 


FAT PROFITS FAST SALES 
HEAVY DUTY ACETATE TUBE HAS 
COLORFUL CHRISTMAS DECORA- 
TION. YOU'LL FIND THESE 18 
INCH CANES BEING PURCHASED 
BY THE DOZEN AS THAT INEXPEN- 
SIVE GIFT FOR THE NEIGHBORS’ 
KIDS, ETC. 


A Package of Candy - - - 
Plus Whistle — Just Dandy! 


DAVIS PRODUCTS CORP. 
601 - 39TH STREET 
BROOKLYN 32, N. Y. 


(Write for free gift catalog) 





MAPS, WORLD GLOBES 


Hammond & Co.,C. S. 


Ver 


MEN'S WEAR, ACCESSORIES 


Was ib] 
n Neckwear 
[ 


MUSICAL INSTRUMENTS 


lux | 


Dalamal & Sons, inc 
Este Co., Inc 

tsch Mfg. Co 
Novelties Co 
Mastro Plast 
Mondschein & C 
Sales Minder ( 
Stern, Inc., Walte1 
Worcester Toy Co 
World Mig. C 


(ire 
Kende 
ics C rp 
, Saul 


PENS, PENCILS 


roducts ( 
alendar Co 
ryv-Hellman Corp 


Chatham Mfg. Co., The 
Davis Products Corp. 
Dipcraft Mig. ¢ 

Dixon Crucible ( 
Essef Distributors, Inc 

Evearlast Products, Inc 

Faber Pencil Co., Eberhard 
Freedman, Irving & Freedman, 

Jerome 
] 


French Advertising Specialty Co 


TRIED AND TESTED... 
--- TOP DOLLAR RETAILER 


om. 


FOLEY INDUSTRIES, 1! 


LLDEX 


PHONE INDEX 


NOW AVAILABLE FOR PREMIUM USE! 
Calldex is the most appealing desk and office work 
aid since the invention of the dial telephone system! 
Lists and locates most used phone numbers quick as a 
flash. Ends fumbling. Stays out of sight till used. It’s 
always right where it’s needed, right under the phone 
base itself! A flick of the finger flashes it’s information 
before your eyes for instant action. 

Indispensable for both home and office use— 
Lists over 300 names and numbers! Makes all 
other phone indexes obsolete! 

Index sheets can be removed and replaced as often 
as desired — your listings always up-to-date. Avail- 
able in colors too! 


A HOT FAVORITE / 


It's usefullness is appreciated for years and years. 
Calldex has the most for person to person appeal, 
as a practical gift! 

CALLDEX IS TODAY'S PREMIUM WITH PLENTY OF 
PULLING POWER. Rush $1.00 for sample. See for your- 
self—and be convinced that it has no equal. Remember 
there are over 50,000,000 phones in use in America 
today. Each one needs a CALLDEX 


656 VAN RANST PLACE * MAMARONECK, NEW YORK 


NC. 


SOFFEE & TEA 


Gruenhut Pen Co., Otto 





OTTO GRUENHUT PEN CO. 


Ballpoint pens as low as 5¢ each in 
1000 lots. The Ideal All 
First Quality. 

277 Broadway, New York 7, N. Y. 


Premium. 











Gutterman & Associates, Manny 
Heim, Leonard 
Helenor Trading Co 
Hit Sales Corp. 
Hornik, Frederick 
Imperial Merchandise Co 
Kendrick Co., Wm. W. 
Larick Mfg Ce. Inc 
Larido Corp 
Lindy Pen Co 
Marion Umbrella & Novelty Co 
Matteson Co., The Geo. C. 
National Sales Co 
O'Donnell, Ltd., Neil S 
Pacemaker Products 
Paper Mate Co., The 
Parker Pen Co., The 
Premium Pen Co 
Ralco Products Co. 
Raynor’s Advertising Service 
Rosen & Son Co., The M. B. 

: Russell Advertising Co 

N Silken, Inc., Paul 
Speedry Products, Inc. 
Swiss Harmony, Inc. 
Travellers Premium ( 
Tucker-Lowenthal Co 
Venus Pen & Pencil Co. 


Zeall Companion Products C 


O., Inc. 


rp 


PEPPER MILLS 


Elpo Industries, Inc 

Old Dutch Trading Co 
Tavlor, Smith & Taylor C 
Verity Southall, Ltd 


PET SUPPLIES 


Alger Creations 

Anderson Brothers 

3eacon Plastic & Metal Products, Inc 
Bowler Co., Frank R. 

Cadie Chemical Products, Inc 
Cossman & Co., E. Joseph 

Durable Fibre Sample Case Co 
Economic Electrical Lantern Co., Inc. 
Everts Co., Harold 

Lockwood Co., Lawrence A. 

Sudbury Laboratory 

Westland Plastics, Inc. 

Windsor Chemical Laboratories 


PICNIC AIDS 


Acme Quilting Co., Inc 
Alco Ranch Washable Footwear 
American Thermos Products Co., The 





Bennington Brush Co 
Burgess Battery Co. 
and The Flav 


INDUSTRIES 











Cable Electric Products, Inc PLANTS, PACKAGED hatham Mfg. Co., The 
Chattanooga Royal Co. olumbia First Aiders 
‘Columbus Coated Fabrics Corp 
x ‘ “Commonwealth Plastics Corp. 
Chattanooga Royal Co. | Orchids of Hawaii, Inc. orkale Mia. Co 
ROYAL CHEF BARBEQUE GRILLS ‘ossman & Co., E Joseph 
AMERICA'S FINEST, MOST POPULAR ‘urran Co., Frank J 


GIFT AND PREMIUM, ALL PRICES Del Rey Plastics Corp 
AND STYLES. PLASTIC SPECIALTIES Diperaft Mfz. Co 


D:plomat Cigarete Holders Co. 


Alden Associates 





Chattanooga 6, Tennessee 











Accepted Advertising 
Columbus Plastic Produ lt \labe Crafts, Inc. 
O US astic roducts, 1c “ . . . 
Sie asa ae og Alger Creations Diplomat Cigarette Holders Co. 
Continental Can Co., Inc } ).. . . 
4 ; Allura Products Co.. Inc 
Del Rey Plastics Corp. ¢ : : 
ASTIC: Almont Mfg. Co., Inc 
Dipcraft Mfg. Co. eS 
‘ ; Arco Specialties 
Eclipse Metal Mig. ¢ orp Art Ind : ‘ 
Ratae Wile 4a. re 7 wick Inc. 
Ever-Wear Trunk Works, Inc ie ; say . peng ae Seer ee ee, ee tay: PR 
Fashioncraft Products Bar-Zim Toy Mfg. Co., Inc. 
3aves Mfg. Co., Inc. 


Beacon Plastic & Metal Products, Inc - 
FASHIONCRAFT PRODUCTS | MrsiwiF \sscses Ine Double Jay Mis. Co 
Bijou Mfg. Co., Inc Ehlbert Products 
Patented Flip-Top Insulated Picnic Bags. Blisscraft of Hollywood Erell Mfg. Co. 
No Zippers, Heavy Plastic, E-Z Access. Blossom Mfg. Co.. Inc. Evans & Jacobs Co 
Send for Brochure. Boland Mfg. Co. Everts Co., Harold 

185 30th St., Brooklyn 32, N. Y. Bregstone & Co., C. M. Fairley Trading Corp 
Broadcast Specialtic s Co Federal } nameling & Stamping ( 
Brookmore Promotions, Inc Flambeau Plastics Corp 
Bryant Electric Co Foley Industries, Inc. 
Burpee Co Frank Plastics Corp 
French Advertising Specialty ( 





Attractive — Practical — Inexpensive — 
Cigarette Holders with message in- 
scribed in gold or colors. 























Flambeau Plastics Corp 
Galewski & Sons, Inc. A. 


Hamilton-Skotch Corp Campro Products, Inc 
Carol Products Co Gallo Mfg. ( 


Carroll & Co., J. B Gits Molding Corp., J. P 
Liberty Industries, Inc Cel-U-Dex Corp Gladden Enterprises, Inc 
Loeb, Inc., Ben S Central States Paper & Bag Co., Inc Glamour House Products, Inc 


Magic Hostess Corp Century Plastic Co Greyshaw Mig. Co 


Klein, Inc., Max 
Leipzig & Lippe, Inc 


Mardigian Corp 

Marvel Sales Co., Inc. 

Natco Products Corp 
Parker-Gaines Div. Tex Machine ( 


ee oe Pennant “Old Boston’ 


Plastic Masters 
Poloron Products, Inc 
Stoneware 


Ray-O-Vae Co 


Redmon Sons & Co., W. C. ‘6 ” 
Rough Rider Products Corp ik} ts 
Russel Advertising Co ) ean Wo 
Smith-Benny Sales Co., Inc 
Standard Can Co fully ovenproof 
Stella & Associates, A. M 

Glazed in “antique” old fash- 


Strickman Associates ; : 
Sun Gold Industries : 

EC Hig simian bic Ne ioned brown. Body and glaze 
Pucker Products Corp fired at one time. 

United Plastic Corp 


Just like “Grandma” used for 


United States Stagalite Co., In “J 
Saetae Sesemnet 5.0 her delicious slow stoneware 
Utica Cutlery Co 
Vermont Plastics, Inc baked beans. 

Itco roe ts ¥ e ee 
an ih nels Packed as sets or individually 


Westland Plastics, Inc 
Wilmart Products Corp No. 260—8 pc. bean pot set 


PICTURE PRINTS 


Also stoneware mixing bowls, coffee mugs, carafes, pitchers, 


Donald Art Co., Inc. 


DONALD ART COMPANY, INC. 
"D.A.C." Pictures 
Quality color prints for every purpose WESTERN STONEWARE COMPANY 


The Ideal Premium 


Minimum Cost — Maximum Value Monmouth, Illinois 
Donald Art Building, Mamaroneck, N. Y. 


casseroles . . . all oven-proof .. . all packed for premium use. 
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Plastic Masters Field Mfg. ¢ oO. Inc 
Postamatic Co Lowe Co., Inc., E. S. 
Pyramid Plastic Products Lov Advertising Service, C. 
Ralco Products Co Matteson Co., The Geo. C. 
Ravnor’s Advertising Service Oleet & Bros., Inc., Harold K 
Reliance Plastic & Chemical Corp Pro — Calendar Co. 
Republic Molding Corp. Synthetic Plastic Sales Co. 
Richard Mfg. Co — rman Co., The Jay \ 
Robert Mfg. Co 
Rosen & Son Co., The M. B 
Sharper Mig. ¢ Rs Inc JW 
Smith-Benny Sales Co., Inc POINT OF SALE MATERIAL 
) Standard Products Co 
Matteson Co., Geo. ¢. Sui 8: Laboratory 
rold Industries 
Products Inc 


Animated Display Creators, Inc 
Dornich & Son, Joseph P 
ik Gardner Co 
PLASTIC SPOONS r- owenthal ( oO Hanicks Display Center 
Low prieed plestic, motel, weed ond Pucker Products Co Harding manens Oo, not rm 
paper items for give-a-way or self- Holland Distributors, Inc. : 
liquidating. United Plastic Corp Oleet & Bros., Inc., Harold kK 
Write for 36-page Free catalog. United States Box Co Perry’s Business Service 
GEO. C. MATTESON CO. United States Stagalite Co Ply Line Co. 
607 West 39th Street ‘ Useful Products Co Sales Record Publishing Co. 
Kansas City 11, Missouri Victory Mie. Coro Sparky of Chicago 
Victory Plastics Co Sta-Put Signs Corp 
Viking Importrade, Inc Swiss Harmony, Ine. 
Waltco Products, Inc Topflight Corp 
Waverly Ware Consolidated Molded Van Dam Rubber Co., The 
Products Corp Zimmerman Co., The Jay V 
Wilmart Product 
Worcester Tov Co 








Ueberall Co., Jacob 











RADIOS 


‘ ! ‘ PLAYING CARDS, ACCESSORIES Bell Products Ci 
Panef Mig. ( Cohen & Sons Corp., A 
Pennwood Numechron Co Accepted Advertising Specialty Co Cait Ried Raines Wiawhitgs 
Pickett Products ¢ Curtis Advertis) vecialtv Co Dalamal & Sons, Inc 
Heim, Leonard 
May «& Halas, li 
Middleman, Al 

nilen Comp 

WAKE UP — SALES with iy hilmore Mfg, Co., Inc 
y F Regency Div. 1 D E A, Inc 


Sales Cratt, Inc 


YOLD <YMER WA Silken | 
TWIN BELL ALARMS Strickmat 


Pri- PI 





isi can't miss with the 
OLD TYMER ... one of 
the best sales-getters 
you've ever seen! A real REDEMPTION COUPONS 
eye-opener with the ring 
of authority . . . the joy 
of sound sleepers every- yeamal 
where. This authentically 
styled revival of a quaint 
timeteller is truly a con- 
versation piece. Adds a ROCKERS, JUVENILE 
charming accent to 
modern or traditional in- 
teriors. Features an ac- 
curate 30-hour movement. 
Luminous dial with large 


numerals visible in the 
dark. Attractively finished TRAVEL GOODS, INC. 
in gleaming Brass or shin- 
ing Nickel. Value priced Manufacturers of KIDDIE-LINE Up- 
Sells on sight! holstered Juvenile Rockers. Ideal as a 
special Premium. Send for information. 


Retail 
Schofield, Wis. 


Stamp ( 


Travel Goods, Inc. 














: ‘ $4 
Wakes the Soundest Sleeper! plus ta 


Many other table and wall clocks for premium 
promotion and resale. Write for Catalog. RUBBER HOUSEWARES 


on. TIME CORPORATION Apex Tire & Rubber Co. 
19 West 24th St., New York 10, N.»Y. © WaAtkins 4-7530 Goodrich, B. F., Sponge Products Div 
ena Corp., K. f. 


COFFEE & TEA INDUSTRIES 











Moses Bros., The SCRAPERS SPORTING GOODS 
Paeco Products Co 
Schacht Rubber Co Ace Products Co A\ccetta & Son, Inc 
Advertising Specialties Mig. Co., Inc Aitken, James E 
\merican Cutlery & Hardware American Thermos Products Co., The 
Conrad-Poncell, Inc. American Thermo Ware Co., Ini 
Anthony, Ray 


RUGS, MATS Around-The-World Shoppers Club 


CONRAD-PONCELL, INC. | scieoid Leather Goods Co,, In 


Anderson Bros ll Products C 

Rell: Textile Co. Tuc CONRAD Carton Cutter — Scraper Be Products Co 

Braided Rug & Specialties ( Knife completely modernized for long- Bentley Co., FB. G 

Decale Seaducts Ca. A. © lasting, heavy-duty carton opening. Bridgeport Hardware Mig. ¢ 
Brown & Kruger, Inc 64-19 Fresh Pond Road : ollette Mig bad 
Euler Co., Inc., Don Brooklyn 27, N. Y. DeBeer & Son, J 
' Delta Electric Co 


nataca . Dudley Sports Co. 
Hanicks Display Cente: Flambeau Btastics.| na i . Econom) Products 
Mill Distributors, Inc General Merchandise Supply Co Rnaerpetee nag Sahat 
ink? Kits Harding Sales Co., not Inc Fabrico Mfg. Corp 
demo Rubber I roducts, Inc eee Tea ; FD Fovrcuauitecciane: ICs Corp 
ai ae cs Lamson & Goodnow Mtg. Co Field Mfg. Co., Ine 
Weliance Plastic & Che mical Cort ~ 6p te pe seieahinn cone Jip 
; : ‘ ‘ Nat Sales Co Gallo Mtg. Co 
State Sales Co. Novel-Craft Mfg. Co Great Lakes Products, Ini 
Zucker Co., Inc., J. F Schaper Mfg. Co., W. H Hamilton Skotch Corp 
Silleocks Miller Co., The Harrison Home Products Corp 
Liberty Industries, Inc 
SEWING AIDS Lionel Corp., The 
Lockwood, Lawrence A 
Bates & Son, C. J May & Halas, Inc 
Metal Moss Mfg. Co 
Capitol Calendar & Novelty ( Campro | Mondschein & Co 
i Co. iB Century Plastic Co Moses Bros., The 
i Chicago Tape & Label Co National Premium Associatiot 


Consolidated Sewing Machu 














RULERS 


Belding Corticellt 


t Calendar Co 
roducts, Inc 


arroll ( : 
xon Crucible Co., The : 
Outdoor Supply ¢ 


Poloron Products, Inc 


( 

| 

Evans Rule C 
F 


alcon Rule Co nsterdine Enterprises 
(;uedon Co Diperaft Mig. Co Rhode spencer Ce 


Hausman Sales Co. not Inc. Eastern Adcraft Co Xough Rider Products ¢ 
Hi-Test Premier Products, I: Elpo Products, Inc 

Larick Mtg. Co., Inc Frank & Press 

Liu Noveltv Co Gibbs Mtg. Co Shakespeare ( 

Life Time Products C Helener Trading ( Sherrill Corp., The 
Mevers Co., Martin lico Novelty Co. South Bend Tackle ¢ 
Nat Sales Cx \Matteson Co., The Geo. C. Stvlecraft Mfg. ¢ 

North Eastern Plastics Moody Machine Products Co., hh Sun Gold Industries 

i it Mfg. Co , Power Sales ¢ Union Hardware (¢ 
Waltco V1 xlucts, Tne 


ll, Ltd., Neil S Princess Basket Co 
Zeiss, Inc., Carl 


ne 
veress Calendar C Shoppers Service, [ric 
» Products Co Co., Inc., David 


ysen & Son Co.. “niversal Craftsmen Co STAMPS 
Sillocks Miller Co., 
Stanley Tools SHAVING AIDS a, ee 
Calllanl Stamp 
Swiss Harmony, Inc Clu azor Blade ¢ 


Popflight Corp ournstine, Samuel ea par 
STATIONERY SPECIALTIES 


SCISSORS iken. In aul Adams Mfg. ( 
) \labe Crat . Inc 
wr Chemical Laborato: Ben-Mont Papers, Inc 
Campro Products, Inc 
SILVERWEAR Cel-U-Dex Corp 
Chatham Mig. Co 
Cohen & Sons Corp., A Costello, Weber 
oleman ay e Pruners Curtis Advertising Specialty Co Davis Products Corp. 
Concord Shear Co Distinguished Gift Manutacturers Deutsch, Inc 
Consolidated Sewing Machi Fox-Ware Premiums Diperatt Mig. ( 
Elpo Industries, Inc Hornik, Frederick Diplomat Cigarette Holders Co. 
Hanicks Display Cente: Imperial Knite Associated Companies Dixon Crucible Co., The Josep! 
Koenig & Co., Harry D Mav & Halas, Inc Dowell Co., F. R 
Lockwood Co., Lawrence A Oneida, Ltd Ehlbert Products 
Loeb, Inc., Ben S Paris, Milton S Elmira Greeting Card ( 
New England Carbide Tool Co., Inc Rhode-Spencer Co Esset Distributors, Inc 
Regent Sheffield, Ltd Richter & Phillips Co Eureka Specialty Printing ¢ 
Sweeny Mfr., Inc., W. R Royal Brand Cutlery Co Everlast Products, Inc 
United Cutlery & Hardware Pr t Supreme Cutlery Corp Faber Pencil, Eberhard 
Co Wallace Silversmiths, Inc Field Mfg. Co 
Wiss & Sons Co., J World-Wide Gifts Foley Industries, Inc. 
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Baves Mfg. Co., Inc 
Jennett Co., S. E 
Black & Decker Mfg. Co 
Boker & Co., Inc., H. 
Bridgeport Hardware Mig. Co 
(i Coleman Tree Pruners 
Ha tewart Emco Porcelain Enamel Co., Inc 
Hamilton Skot Cory TABLES Essef Distributors, Inc 
Hammond & Co., C. S. Gallo Mfg. Co 
Home Product ibles & Novelties, Inc Hamilton Import Corp 
Hamilton-Skotch Cory 


Journey Quality Luggage 


Jumbus Industries 
Cordell Industries, Inc 
Crown Products Co. 
Durham Mfg. Cor] Lipic Pen Co., Joseph 
Hamilton Cosco, In Loeb, Inc., Ben S 
Kromex Corp Lufkin Rule Co 
Chart e Moody Machine 
North Wayne Tool ¢ 


Knickerbocker Case Corp 


nal usewares, 


A ccnciat Progress Calendar Co 


i 
Na 
Ni 


ik 
ati mium 

PB Mts Scheiderman & Co.,S 
Penni 


Shopping Service, Inc 


el init 
Silken, Inc E Paul 
n Products, In Stanley Tools 
On Metal Prod ts, Steelcraft 1 
Rockaway Metal Produ Tp Utica Drop 
Safedge Metal Prod . Kolsey Haves Co 


Standard Can Corp Walke i Hac. H. Stedman 
Wiss & Sons, Co., J 


Swiss Harm 
TEAPOTS 


: \labe ( ralts, Inc 
rgaman & \lan-Whitney Co., Inc 
h Potter pe American Metal Specialties ¢ 
Anthony, Ray 
Apex Tire & Rubber Co 
ampimng'—oO \round-The-World Shoppers 
: \tomic Industries 
Kende velit Avery-Hellman Corp 
ap, Gustay Sar Tov Mtg. ( 
Old Dutch Tradin Ue teeieoe 
Roberts Co., Fred . Inc 
Shattord ¢ uy ‘ oadcast Spe cialties c 
Paylor, x taylor anda rooks Corp., A. N 
Victory Plast rrr Products Co., In¢ 
rumberger Sales Corp 
THERMOMETERS 1 Vibrocratters, Inc 
entury Plastic Co 
Advertising Specialties Mfg. Co ‘assy Products Corp 
Bentley Co., 1 lay, Stewart 
Capitol Calendar & Novelty Co ordell Industries, Inc 
Davis Products Corp. ‘orkale Mfg. Co 
Eastern Adcratt Co ortland Furniture Co., Inc 
Hausman Sales Co. not Inc. ossman & Co., E. J 
Honig & Co., Harry D art Mfg. Co 
Frederick Jel Rev Plastics Cor 
» Speed Distributors, Inc douglas & Co., Inc., David 
Meyers ( »., Martin Shlbert Products 
Morvay & Associates, I » wl “lectric Game Co., Inc., The 
Newhouse, Arthur } Elka Toy & Novelty Mfg. Corp 
O'Connell & Co., * 2Ipo Industries, Inc 
(Donnell, Ltd., Neil $ 2ste. Inc 
Ohio Thermometer Co “xcel Merchandise & Novelty Co 
ramics Orbros, Inc “aber Pencil, Eberhard 
Max Paramount Calendar Novelty Co ‘airley Trading Corp. 
Metal P1 t rp rogress Calendar Co “erguson & Associates, NIE G 
ns Co.. R. H favnor’s Advertising Service, Inc trank & Press 
Marshallan Mtg. Co Rensie Watch Co., Ine ‘rank Plastics Corp 
Nue-Line Sales Mfg Rosen & Son Co., The M. B “urman Co., M. K. 
Parker-Gaines Div Shoppers Service, Inc vallo Mig. Co 
Plant & Lederman Smith, Charles I rardner Co, 
Quackenbush, Inc., ’ Taylor Instrument Companies sarton Toy Co 
Quikut, Inc. Universal Craitsmen Co relles-Widmer Co. 
Robeson Co., Inc reneral Fibre Products Co 
Ronson Corp TOOLS, KITS ribbs Mtg. Co. 
Rudson-Wood, Inc rladden Enterprises, Inc 
Seamless Rubber Co., Th American Cutlery & Hardware Co., Greyshaw Mfg. Co 
Shafford Co., he Inc. Hankscratt Co. 
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Heim, Leonard 
Katz, Inc., Frank M 
Kilgore, Inc. 
Lionel Corp., The 
Lowe Co., Inc., E. S 
L-U-C-E Mfg. Co 
McKinnon Leather I 
Mastro Plastics Corp 
Merry Mfg. Co 
Metal Moss Mfg. Co 
Mirro Aluminum Co 
Muller Doll Creations, 
Multiple Products Corp 
National Products Sales Co 
Norde tte, Inc. 
Northeastern Plastics, 
Novel-Craft Mfg. Co 
Oak Rubber Co., The 
Power Car Co. 
Radio Steel Mfg. Co. 
Redmon Sons & Co., W. C. 
Mtg. Div. Revere 
Brass, Inc 
Royal Coin Co., 
Sales Craft, Inc. 
Scottdel, Inc. 
Shane, Inc., LeRoy 
Sharper Mfg. Co., Inc., W. H 
Shoppers Service 
Sievert Co:, ©. W. 
Smith-Benny Sales Co., Inc 
Sponholz Importers 
Sta-Put Signs Corp. 
Star Products of Americz. 
Stern, Inc., Walter 
Superior Toy & Mfg. Co 
tae. Tne: 
Tucker Products Corp. 
Van Dam Rubber Co., The 
Venus Pen & Pencil Co. 


roducts Corp 


Inc 7 


Esther 


Inc 


Copper & 


Rome 


Inc 


Wen-Wac Corp. 





WEN-MAC CORPORATION 


Ready-to-fly gas-engine airplanes com- 
plete with fuel, battery, controls. Fly 
35 mph. From $8.98. 


11511 Tennessee Avenue 
Los Angeles 64, California 











Westland Plastics, Inc 
Wolfset & Co., I. B. 
Worcester Toy Co. 
Zimmerman Co., The Jay \ 


TRAYS, ASH 


Corkdale Mfg. Co. 
Curron Co., Frank J 
Distinctive Embedments, 
Distinguished Gift Mfrs 
Dowell Co., F. R. 
Dripcut Gessler Corp 
Eastern Adcraft 
Federal Glass Co., The 
Freedman, Irving & 
Jerome 
Gay Fad Studios 
Handcraft Mfg. Co 
Hanick’s Display 
Harding Sales Co. not In¢ 
Holt Associates, Howard 
Houze Glass Corp. 
Hyalyn Porcelain, Inc 
Inland = Glass Works 
Aluminum Products ( 
Javit Badash, Inc 


Inc 


Freedman, N 


Center 


Div Club 


JUNE iS 


Jeanette Glass Co., The 

Kayser & Morgen Import Co 

Kessler & Co., Aibert 

Lamp-O-Lite Co. 

Lap Co., Gustave 

Laurel Potteries of California, Inc 

Marcia of California 

Masonware Co. 

Matteson Co., The Geo. C. 

Melco Foundry & Mfg. Co. 

Milbern Mtg. Co 

National Sales Co 

Novel-Craft Mfg. Co 

Progress Calendar Co 

Salem China Co., The 

Sales Associates, Ine 

Sales Minder Co. 

Social Supper, Inc 

Star Products of America 

Taylor, Smith & Taylor Co. ,The 

Walther Co., Ray J 

Watt Pottery Co., The 

Waverly Ware-Consolidated 
Products Corp. 

World Wide Art Studios 


Molded 


TRAYS, SERVING 

Accepted Advertising 
Adams Co., Inc., J. K. 
Artistic Wire Products Co., Inc. 
Bacharach International, Ltd. 
Borgsman & Co., Leon A 
Chicago Metallic Mfg. Co 
Columbus Plastic Products Inc 
Continental Can Co., Inc 
Daher Co., Inc 
Del Rey Plastics Corp. 
Durham Mfg. Corp 
Emco Porcelain Enamel Co., 
G & S Metal Products Co 
Gay Fad Studios 
Gift-Crafters, Inc 
Gross Co., Wm. M 
Houze Glass Corp 
Irwin Ware Co. 
Javit Badash, Inc. 
Jeanette Glass Co., The 
Karavan Trading Co. 
Kenworth Mfg. Co. 
Kessler & Co., Albert 
Klein, Inc., Max 
Krisler Metal Products Co 
Marcia of California 
Marshallan Mfg. Co 
Mason Ware Co. 
Melco Foundry & Mfg. Co. 
Nevco Wood Products €o0:, Inc 
Nue-Line Sales Mfg. Co 
Progress Calendar Co. 
Quaker Industries, Inc. 
Regal Ware, Inc. 
Seamless Rubber Co., 
Standard Can Corp 
Sterling Mfg. Co 
Verity Southall, Ltd. 
Vermont 
Waverly 

Corp 
West Bend Aluminum Co. 
Woodpecker Woodware 


Inc, 


The 


Plastics Inc 


Ware-Consolidated 


Products 


TUMBLERS 


All Plastics ( 
Bartlett-( 


Beacon Plastics 


orp 
ollins 


Columbus Plastics Products, In¢ 
Continental Can Co 


Federal Glass Co., The 

Gay Fad Studios 

Gift-Crafters, Ine 

Grant Co., Inc., Foste: 

Heller-Hostess Ware, Inc. 

Jeanette Glass Co., The 

Klein ,Max 

Kromex Corp 

Marvel Sales Co., Inc 

Mondschein & Co., Saul 

Morvay & Associates, Inc., Sig 

Nalle Plastics, Inc. 

Newhouse, Arthur M 

Novel-Craft Mfg. Co 

Nue-Line Sales Mfg. Co 

Prolon Plastic Distributors 

Pro-phy-lac-tic Brush Co 

Tri-State Plastic Molding Co 

Vermont Plastics, Inc 

Victory Mfg. Corp. 

Waverly Ware-Consolidated 
Products Co 


UTENSILS, COOKING 


Chicago Metallic Mfg. Co 
Enterprise Aluminum Co., 
Farber, Inc., S. W 
Federal Enameling & Stamping ¢ 
Foster Aluminum Alloy 
Corp. 
General Merchandise 
Hornick, Frederick 
Imperial Knife Associated (¢ 
Inc 
Inland Works 
Alumium Products Co 
Katz, Inc., Frank M 
Kees Mfg. Co., F. D 
Lynch-Jamentz 
Magic Hostess Corp 
Mirro Aluminum Co 
Moses Bros., The 
National Silver Co. 
Old Dutch Trading Co 
Parker-Gaines Div. Tex Machine 
Regal Ware, Inc 
Rome Mfg. Div 
Brass, Inc 
Silex Co,, The 
United States Stamping Co 
Wallace Silversmiths, Inc 
West Bend Aluminum Co. 
Wisconsin Aluminum Foundry 


rhe 


Supply ( 


Glass Div 


Revere ( 


VASES, PITCHERS 


( 


American Thermos Products Co., 


Anderson Bros 
Bartlett-Collins 

serkeley Mfg Co 
slisscraft of Hollywood 
Leon A 
$rush Pottery Co., The 
Continental Can Co., Ine 
Del Rey Plastics Corp 
Heller-Hostess-Ware, 
Hyalyn Porcelain, Inc 
Phe 


sorgsman & Co., 


Ine 


Jeanette Glass Co., 
Lap Co., 
Liberty lh 
Marcia of Calitornia 
Mardigian Corp 
Milbern Mtg. Co., Inc 
N ortheastern Plastic s, 
Old Dutch Trading Co 
ichard Mtg. C 
or, Smith & Taylor ¢ 
(Continued on page « 


Crustave 


Inc 


| ¢ 
iustries, 


Inc 


oO 


C 


Molded 


Products 


‘ompanies, 


Club 


opper 


The 


& 





CoFFEE & TEA 


INDUSTRIES’ 


Index to Premium Suppliers 


This Premium Suppliers’ Index lists alphabetically names 
Like the 
Buying Guide, the Suppliers’ Index 15 based on information 


and addresses of companies in the Buying Guide 


submitted by the companies mentioned. 


Names and addresses of premium advertisers in this issue 


ive printed in capital letters. Reference to a company’s ad- 


vertisement will usually reveal considerable information about 
ts pre MmMInMS. 

For answers to coffee and tea premium questions not avail- 
able in the Buying Guide or the Suppliers’ Index, write | 
the Premium Service Department, Coffee and Tea Indus- 
tries, 106 Water Street, New York 5, N.Y. 
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Chicago 
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Day 
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Ohio 
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Shore I 

Hotel, Dalla 
Inc 7301 N. E 

ago 
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Pro 


St 


idence 
Chic 


f Hollywood 
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Anthony, Ray S. State 
Apex Tire & Rubber Co ) 
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Lamp Mfg 
York 


ago 


Gardena, CC: 
Central 
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Brooklyn 
Bobrich 

York 
Bobrow 

York 

«& 
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Ave 
Blo 


som ) Ine 
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‘“ 
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Products 


Arch Corp 96 Prince St New 
Arco ialtice 
Argo Lamp Co 
delphia 
tocrat 

York 

Arlen China 
Around-the 


inh Ave 


12550 Beach 


In« $21 


Rad 
Arch 


Detroit 
st Phila 


Industries 


Ine 


Ari Clock th Ave New 
Boker 


,) 


Boland Mfg 
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Co 233 Sth Ave New 

World hoppers Club, 833 
Elizabeth, N. J 


York 
New 
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Minn 
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36 
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Growers 


rnational 


SOFFEE 


0 N, Front St Phila Bonneytex Co 

Borg-Eri 
Ave 

Bowler Co 
Worcester Mass 

BRADLEY TIME CORP., 19 W, 24th St, 
New York 

Braided Rug & Specialties Co 
Pawtucket, R 

Bregstone & 4 
Chicago 

Bridgeport 
Conn 

Tables 

Lowell, 

Broadcast 
New York 

Brookmore Promotions 
New York 


Brooks Corp 


260 


Sth 
The, 


New York 
Kilbourn 


Inc 
Corp., 


Ave 
1133 N 
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s Co Inc McGraw 
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Longfellow Rd 
Ohio 


140 W 


ovington 
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St Milwaukee 
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28 Bayley 
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Co 152 St 
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Box 307, Glenbrook 


Hardware Mfg. Co Bridgeport 
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Mass 
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Bridge «& Inc 80) Rogers 
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Electric 
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State 


Ohio 
Co St Bridge 
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Freeport, 
Grayslake 


1208 E, Water 
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Chi 
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Rad Long 
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Carrom 
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Island 
‘el-U Dex 
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Central Novelty C 
Providence 
Central Paper 
Natural Bridge 
Century Plastie Co 
burg. Mass 
Champ Products 
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Glass 
City, 
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La 


Cienega 


15100 Merchandise ox 1127, Newburgh 


Archer Ave Chi o Washington Ave 


States & Inc 
Ave 


Sawyer 


Bag Co., 221 
St. Louis 


Passway 


tfarton St Paw 


Towson, Md Fitch 
13007 8S 


Ind 
New 


Corp Union City 


Charette Products 347 Sth Ave 
York 
Chatham Mfg 
Chatham Mfg 


New York 
CHATTANOOGA ROYAL 

mar Sts., Chattanooga 
Chavel 

New 
Chicago 


Ave., 
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Corp 
Mebonald Ave 
Co., 
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sO 
Inc 
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Sl4. Broadway, New CO., First & Del- 


101 Duane St New Products C 


York 
Metallic 
Chicago 


o., Ine 5th Ave 
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Chicago Tape & Label Co., 103 Park Ave. 
New York 

Citation 
Mount Vernon, N. Y¥ 

Classy Products Corp., 38-25 54th St., 
side, N 

Clauss Cutlery Co., 223 Prospect St., Fre- 
mont, Ohio 

Clay, Stewart, 133 Mulberry St., New York 

Closter Bros., 220 5th Ave., New York 

Club Razor Blade Co., 32 Green St., Newark, 
N. < 

‘oats Co., Paul B, 
Chicago 

Cohen & Sons Corp., A. 7 W. 23rd St., New 
York 

Coleman Tree 
York 

Collette Mfg Co 171-191 
Amsterdam, N. ¥ 

Colonial Alloys Co 
ford, Philadelphia 

Colonial Products Co In P 
Geneva 

Columbia 
Ave Chicago 

Columbia Records, 799 7th Ave., New York 

Columbus Coated Fabrics Corp 7th and 
Grant Aves Columbus, Ohio 

Columbus Plastic Products Tn 
Mound S8st., Columbus, Ohio 

Comet Metal Products Co Ine 
St Richmond Hill, N. Y 

Commonwealth Plastics Corp., 98 Adams St 
Leominster, Mass 

Concord Shear Co., 71 
York 

CONRAD-PONCELL INC., 64-19 Fresh Pond 
Road, Brooklyn, N. Y. 

Consolidated Products Corp 7 
Squa. ¢ Lynn, Mas 

Consolidated Sewing Machine Corp 1115 
Broadway, New York 

Consterdine Enterprises i844 Lakewood 
Ave Detroit 

Continental Can Co 100 E 
York 

ordell Industries, Ine x0 EF 


W ood- 


Chicago Ave. 


Pruners, Tioga Center, New 
Clizbe Av 


Ridge Ave. and 


Aiders 2436 Bryn Mawr 


Murray 8st New 


Liberty 


99 E Providen 


Lamp & Shade Co 74 Fayette 
Perth Amboy, N, . 
ornwall Corp., 48 Wareham st 
ortland Furniture Co In¢ 200 Lexington 
ve New York 
‘ory Corp., 3200 W, Peterson Ave Chicago 
‘ossman & Co., E. Joseph, 7039 Sunset Blvd 
Hollywood 
ostello Weber 1212 
Heights 
vaner & Polirer 303 5th \ New 


soston 


McKinley Chicago 


Ine 413 W Redwood 
St Raltimore 

‘ROWN PRODUCTS CO., 666 Lake Shore 
Dr., Chicago 

’ Frank J S101 8 Main 8st 

Illinois 

urt Advertising Specialty 
Bldg., Pittsburgh 


“urral Co 
Downers Grove 
Century 


Daher Co i 338 Pearl St New 

Dalamal & Sor Inc 107 Franklin st 
Yor} 

Dart Mfg Co, Box 28. Mason, Mich 

DAVIS PRODUCTS CORP., 601) 39th 
Brooklyn, N. Y¥. 

DeBeer & Son, J 6 Orat 


New Yor! 
Gresham 


1S3 Hatfield St Pitts 


DIPLOMAT CIGARETTE HOLDERS CO., 
33-58 59 St., Woodside, N. ¥ 
Distinctive Embedments, Inc r 


2446 E, Side Sta Providence 
Distinguished Gift Mfrs., 110 E. 7th = 8st 
Waterloo, lowa 
Dixon Crucible Co., The 
St Jersey City 
Dominion Electric Corp., 150 Elm st., Mans 

field, Ohio 4 
DONALD Akr CO., DONALD ART BLDG.,, 
Mamaroneck, N. Y. 
Dornich & Son, Joseph P 10 Sherry Hill 
Lane, Manhasset 
Double Jay Mfg. Co., 332 W. 9th St Kan 
sas City, Mo 
Douglas & Co., Inc 
Manitowoc, Wis 


Joseph, 167 Wayne 


David 


ves 


Housewares, In¢ 21 Elm Ave., 


Dover Products Co., 1021 N. 18th St., East 
St. Louis 

bow Corning Corp., Midland, Michigan 

Lowell Co., F. R., 7806 East End Ave 
Chicago 

Dripeut Gessler Corp., 1 
Brooklyn, N P. 

DUDLEY SPORTS CO., 633 2nd Ave., New 
York 

Durable Fibre Sample Case Co., 42 E. 20th 
St.. New York 

burham Mfg. Corp., 700 S. Council St., Mun 
cie, Ind 


Joralemon_ 8t., 


Eagle Electric Mfg Co., , 23-10 Bridge 
Plaza South, L ; h ¥. 
Eagle Rubber Co., Orange St., 
Ashland, Ohio 
190 Sussex Dr., Man 
‘o P.O. Box 747, 


Brook 
Eden 


Rconomy Electric Lantern Co Inc., 810 
N. 6th Ave., Sturgeon Bay Wis 

Sconomy Products Corp., 1215 Washington 
Blvd Chicago 

Edlund Co. Inc 
Vt 

Seear Bennett & Hondlik 3280 Gorham 
Ave St Louis Park, Minneapolis 

ehibert Products, 100 S$ Jefferson St 
Chicago 

Lidinger Mfg Co 106 8 
Chicago 

Electric Game C The 109° Lyman 

st., Holyoke 

Novelties, 4517 


Kilburn St., Burlington 


Kolmar Ave 


Locust St Phila 


Novelty Mfg. Corp 200° Sth 
York 

The 5530 W Harrison St 

Greeting Card Co 501 E. Clinton 

Elmira, N 

tIpo Industries Inc 176 Sth Ave New 
York 

tipo «Products, Ine 1199 Broadway New 
York 

2meo Procelain Co In 
Port Chester > 

2mpire Amevex Products Corp 
Talman, Chicago 

rmpire Mfg Co 1110 Grand Ay Kansas 
City Mo 

Inger-Kress Co West Bend, Wisconsin 

nglishtown Corp., The, 230 5th Ave New 


Highland 


Corp 681 5th Ave New 


Aluminum } The Massillon 
snterprise Mfg Y 110 N 
Akron Ohio 
“ppy «& ‘o Inc 
Jamaica, N. Y 
rrell Mfg. Co 1243 S 


"ssef Distributors, Ine Box 172 


Union 8st 
Samuel, 91-15 
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Don 10 


Printing 
New 


International Ine 194 Great Rd 
ton, Mass 
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Calendar 
rsey City 
Harold, 200 
iver Wear Trunk Works, Ine 
Morgan St Chicago 
rxcel Merchandise & Novelty Co 
Omaha, Neb 


Iverts Co 


Ss i St 


aber Pencil Co Eberhard Crestwood 
Wilkes-Barre Pa 
abrico Mfg Corp 1714 W Diy 
Chicago 
‘air Craft Corp 
Haven, Conn 
‘airly Trading Corp 324 Lafayette 
New York 
‘aleon Rule Co Auburn, Maine 
‘amous Keystone Kits Corp., 2001 N. Elston 
Chicago 
s. W 415 


Baggott 


Bruckner’ Blvd 
‘aribault Woolen Mill Co Faribault, Min 
nesota 
“ASHIONCRAFT PRODUCTS, 185 30° St., 
Brooklyn, N. Y. 
“ederal Enameling & Stamping Co 
son Ave Mckees Rocks, Pa 
‘ederal Glass Co The, 515 E. Innis Ave 
Columbus, Ohio 
‘erguson & Associates, J. G., 6 N. Michigan 
Chicago 
Co Ine 303 Sth Ave New 


Thomp 


Firman Leather Goods Corp 111 Sth Ave 


ew York 


Flambeau Plastics Corp 801 Lynn Ave 
Baraboo, Wis. 
Florida Bulb Co., Ine 
Miami, Fla 
Flowers of Hawaii, 670 S. Lafayette Park PI., 
Los Angel 

FOLEY INDI RIBS, INC., 656 Van Ranst 
Pl, Mamaroneck, N. Y. 

Forrest Yarn, 45 W. Scottdale Rd., Lans 
downe Pa 

FOSTER ALUMINUM ALLOY PRODUCTS 
CORP., Pearl St., Forestville, N. ¥ 

Foster Grant Co Inc Leominster Mass 

Fox-Ware Premiums, 1 Vine St Phila 
delphia 

Frank & Press, 200 5th Ave New York 

Frank Plastics Corp 91 Pallister Detroit 

Freedman, Irving & Freedman, N. Jerome 
SO 4th Ave New York 

Fremont Bags Co P.O Box 74 


2950 N.W. 7th Ave 


Brighton 


Specia!ty y 1740 
Warren, Mich 
92 Green St New York 
Frylink Associates Adrian P.O tox «66 
Babylon, N, Y 
Fulton Mfg. Corp., 206 Michigan St., Toledo 
Furman Co M K 200 5th Ave New 
York 


G & S Metal Products Co 3131 W 
Cleveland 

Gail Mfg. Co 1182 Broadway New York 

Galewski & Sons, Ine A 119 W 'h St 
New York 

Gallo Mfg Co 1312 Forest St tacine 
Wis 

Gardner & y 2222 
Chicago 

Garner & Co 1164 Broadway New York 

Garton Toy Co PO Box 59 


Michigan Ave 


Sheboygan 
Pierce Ave., Lancaster 


5806 N Lincoln 
Widmer ; S988 Manchester Ave 
Louis 
Iman Bros 119-129 N ith St Minne 
apolis 
General Fibre Products Co 6 Broad Sst 
Fitchburg. Mas 
General Merchandise Supply 212 ird 
Ave N Minneapolis 
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Marcia of California 950 S 
Los Angeles 
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York 
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York 


Krischer Metal Products Co., 631 Kent Ave 
Brooklyn, N. Y 


ne 1164 Broadway, New Melnor Industries Ine 200 DeWitt Ave 
Brooklyn, N. Y 

Melrose Lamp & Shade Co Inc 1915 Park 
Ave New York 


Kromex Corp I St Cleveland Melton Publishing Co P.O. Box 
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the premium outlook 


(Continued from page 16) 












reward extra effort, either in buying or selling, with de- 





sirable merchandise of top quality and value. But the tech- 





niques of selecting and promoting premiums take skill and 





knowledge, especially knowledge of the long history of 





successes and failures in this business. 





Every time someone uses a premium wrongly, or uses the 





wrong premium, and flops as a result . . . every time that 





happens the premium industry suffers because he goes 
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around saying that “premiums are no good,” and because 
the people reached by his misguided promotion get the 
same reaction. 

So all of us, users and suppliers, have a stake in over- 
coming this ignorance and keeping that from happening. 
Too many times I have heard someone gloat because his 
competitor's promotion was a “dog.” “Dog promotions” 

even a competitor's—help no one and hurt everyone. 

Only by increasing our knowledge can we get more ef- 
fective promotions. And increasing knowledge means shar- 
ing knowledge. 
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idea exchange 





By L. H. REESE, President 
National Retail Tea and Coffee 
Merchants’ Association 


Mr. Reese is president of the Reese Home Shopping 
Service, Cleveland, Ohio. 


The membership of the National Retail Tea and Coffee 
Merchants Association is looking forward to the June 21st- 
24th convention to be held at the Drake Hotel, Chicago. 

Tea and coffee route operators welcome the opportunity 
to attend this convention for the purpose of exchanging 
ideas and taking part in the 
group discussions which bring 
out so Many constructive ideas 
that can be used by small and 
large operators. 

All aspects of route oper- 
ation will be covered at these 
meetings, and the two factors 
that will be discussed at 
length will be the securing of 
new customers at a lower cost 
per customer and increasing 
coffee poundage. These two 
factors were at the top of the 
list at the regional meetings held this year in New York 
City, Chicago, Los Angeles, New Orleans, and Greens- 
burg, Pa. 

The industry is constantly searching for new, useful and 
attractive premiums that will appeal to Mrs. Homemaker, 
to the extent that she will want to become one of our mil- 
lions of satisfied customers. Many new premium items will 
be exhibited by the associate members, with the new cus- 
tomer potential in mind. 

This industry, like every industry, is constantly working 
on new methods to reduce route expense costs. A few com- 
panies have been experimenting with a smaller truck, some 
use foreign makes and others are using domestic trucks. The 
group discussions will bring forth the results to date. 

Advance reservations by the membership indicate a very 


good attendance. 





NRTCMA officers 


These are the men who have directed the National 
Retail Tea & Coffee Merchants Association during the 
1958-59 yea 

Pre dent Ee. H. Ree Sé, Ree SE Home Shopping Service, 
Cleveland, Ohio. 

First vice president—Donald T. McGuire, McGuire 
Bros. Coffee Co., South Haven, Mich. 

Second vice pre dent Charles G. Roth, Cook Coffee 
Co., Cleveland, Ohio. 

Secretary Oliver ]. Corbett, Chicago. 

Treasurer—Clarence A, Frankenberg, Imperial Tea Co., 





Harrisburg, Pa. 
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YOURS for the asking 


The booklets listed below contain specialized inform- 
ation on various subjects. This literature is yours for 
the asking. Merely fill out the coupon and mail. 


8 —ICED TEA SERVER 

This catalog sheet describes, concisely but adequately, 
an iced tea server in copper color finish and with 
ebony black trim. A glass gauge in a metal guard telis, 
at a glance, the amount of tea in the server. Large 
enough for 48 servings, the dispenser is simple to 
operate. It’s West Bend Aluminum Co.'s Model 3508. 
West Bend, Wis. 


9 SOLUBLE COFFEE PLANTS 

An illustrated, detailed brochure describes the fol- 
lowing instant coffee plant services available from 
Bowen Engineering, Inc., North Branch, N. J.: design, 
engineering, fabrication, erection, plant start-up, oper 
ator training. A detailed flow diagram 1s included 


10 URN BATTERIES 


This four-page illustrated folder describes a series 
of coffee urn batteries considered by the manufacturer 
to be ‘as modern as 1961.’’ Included are full details 
and specifications, including information about the 
gridded riser recommended by The Coffee Brewing 
Institute. Cecilware-Commodore Products Corp., 199 
J.afayette Street, New York 12, N. Y 


11 PACKAGING EQUIPMENT 

Modern rebuilt and fully guaranteed packaging and 
processing equipment is covered in this eight-page 
illustrated folder. Machines range from wrappers to 
cappers, from bag makers and fillers to grinders 
Union Standard Equipment Co., 318-322 Lafayette 


St., New York 12, N. Y 


12 NEW PACKAGING EQUIPMENT 

New can and jar packaging equipment ts described 
in Bulletin 306, a four-page illustrated folder. It detatis 
the feature of equipment which automatically feeds, 
fills, packs and ejects cans and jars, with extreme and 
consistent accuracy. B. F. Gump Co., 1325 Cicero Ave., 
Chicago 50, Ill 


13 STORE GRINDER 


This illustrated bulletin describes the new Super 
Grindmaster Model No. 500, which supersedes the 
company’s regular Grindmaster, featured for the past 
four years. Operation is fully automatic. The grind 
plate is on the front of the machine, in full view of the 
customer, and the grinds are indicated with an illus- 
tration of the brewing device, as well as by name. 
American Duplex Co., 815-827 West Market St., 


Louisville 2 


SPICE MILL PUBLISHING CO. 
106 Water St., New York 5, N. Y. 
Please send me the following booklets: 
ll [J | 
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summer after summer 


MORE 

IS MADE 
BRAZILIAN 
THAN WITH 


Every U.S. citizen buying coffee has free choice 
among scores of kinds and brands available. 
And yet, year after year, the Brazils continue 
to outsell all others—both for hot coffee and 
for iced. This consumer preference is a tribute 
to the quality and variety of the Brazils. They 
satisfy a wider range of taste with their rich 



















BRAZILS ARE PREFERRED 
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ICED COFFEE 
WITH 
COFFEES 


body, full flavor and fine aroma. Particularly 
in iced coffee, these elements of the supreme 
quality of the Brazils will prove themselves 
again this summer. For they will not be dissi- 
pated by the refreshing chill. As more people 
drink more iced coffee, you can be sure that 
they will drink more Brazilian coffee. 





THE 
BRAZILIAN 
COFFEE INSTITUTE 


120 WALL STREET, NEW YORK 5, N.Y. 
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percolation 


in the manufacture of instant coffee 





Second in a series of articles which 


is breaking new ground in published 


material on instant coffee processing 


By MICHAEL SIVETZ 


Transport, storage and weighing 


A classification of fines will result at the outer edges 


or corners of bins, because as the bin unloads into the perc- 
olator, the center roast and ground coffee primarily funnels 
down and out. Repetition of such funneling builds up 
fines at the edges which, upon roast-and-ground cottee 
depletion in the bin, gets into the percolator column and 
This can be 


avoided by allowing a bin to hold slightly over one perco- 


CAUSES EXCESSIVE hydraulic pressure drops. 
lator load of roast-and-ground coffee and to eliminate the 
funneling. Often erratic and excessive pressure drops are 
attributed to grind, however frequently these are directly 
due to roast-and-ground particle classification in ducts and 
bins, prior to or during the loading of percolators 

Travel of roast-and-ground coffee down a long duct 
causes fines and chaff to discharge last, if the whole bin 
is allowed to empty. Although a screw conveyor can auto- 
matically load bins over each percolator, an alternative de- 
sign in use is a moveable bin scale with or without grinder 
This bin can discharge its roast-and-ground coffee into each 
and every percolator column. Weighing each column load 
offers not only roast-and-ground coffee accountability, but 


operational performance insight 

Grinder mill settings can deliver uniform grinds with 
screen analyses monitoring and grinding for hours, not 
short runs for minutes. Moisture, temper time, roast and 
blend variations, grinder rolls warming up and wearing, etc., 
ill have a noticeable but not uncontrollable influence on the 
grinds obtained 


Column loading 

As already cited, blend, roast, moisture and grind in- 
An even more important 
influence on column loadings is the method of loading. 


fluence bulk column loadings. 


Gravity fill is very loose and contributes to low extract 
concentrations and channeling of extract. In addition, the 
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air Currents escaping during filling classify fines and chaff 
to further accent channeling. 

The use of a vacuum at the bottom (or top) of the 
percolator can evacuate the column of air, prior to roast 
and ground fill in a flush, and also remove air during 
the later part of the fill. This loading ts rapid and com- 
pact, minimizing channeling, and gives higher extract 
concentrations. 

The larger the top quick-opening (Cameron) valve, the 
quicker and more uniform is the roast-and-ground fill 
(across the percolator diameter). Valve sizes for 1 minute 
fills at about 4 to 8” vacuum are 3” for 25 ft. 3 roast and 
ground coffee, 4” or 6” for larger columns. 

As important a consideration as the vacuum and large 
port fill valve, is the funnel roast-and-ground feed line 
from the storage bin to the fill valve on the percolator. 
Excessive roast-and-ground flow resistance at this throat 
can easily neutralize the usefulness of adequate valve and 
vacuum. 

Column spent grounds are normally blown down a few 
Wall tem- 
filled roast 
and ground, and not only heat treat the fresh roast-and- 
ground fill, but accentuate channeling of extract along 
the hot wall. Flush-water cooling of the hot walls prior 


minutes before filling with fresh grounds. 


peratures of 330° to 365° F. contact fresh 


to roast-and-ground fill is sound practice. 


When grounds fall slowly and centrally into a larger 
than 1’ diameter percolator column, the larger particles 
roll to the wall. This makes a greater porosity at the 
circumference with greater extract flow and non-uniform 
radial extraction of grounds. The normal tendency in any 
diameter column is to have a more porous structured bed 
at the circumference due to the wall support given the 
particles. Tests with roast-and-ground coffee loaded man- 
ually by maintaining a level roast and ground build-up 
show much less peripheral extract channeling. The less 
uniform a grind is in particle size distribution, the more 


TEA INDUSTRIES and The Flavor Field 








DON’T LET rs 
YOUR COFFEE SALES “> 
TAKEA 6 

VACATION! 





There’s still time for you and your customers 
to take advantage of this Iced-Coffee promotion! — 


Not a moment to lose! Act now to get full benefit from exc pecan “* aX 
these Iced-Coffee display materials. 
In restaurants and stores, they'll keep sales of your 
brand perking all summer long. So make sure your cus- 
tomers get these pieces fast! They’re worth their weight 
in coffee beans—yours! 


GIANT GLASS, for windows, 

pillars, walls and mirrors. Full color, 

= x 11”. $3.00 = hundred. MENU TIP-ON, with price spot. Full col- 

(Minimum order ) or, 34%" x 4". 50¢ per hundred. (Mini- 
mum order 100) 


...but in the other £2 
they cool off with 


| |OeU CUppae 
take an er 7 


FULL-COLOR BANNER, for restaurants and stores. Space for your brand imprint or 
related-food item and price. 20” x 8”. $3.00 per hundred. (Minimum order 25) 
a. 


One- and two-column sizes Dept. A, 120 Wall Street, New York 5, N. Y. 


that w'll allow you to tie in 


éé re, NOTE: PACB has also pre- 
Coffee- pared newspaper mats in | PAN-AMERICAN COFFEE BUREAU 
~s 


Gentlemen: Please mail me one of the Iced-Coffee 


99 Iced Coffee with your brand 
b red k There are suggested radio Kits today. 
4 4 commercials and TV slide, 
j too. Your full Merchandising 
Kit contains samples of 
these materials. If you have 


not received it, mail this 
coupon today! 





Name 





Address 





City Zone State. 
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pronounced is the particle classification with slow load- 
ing. Fast loading, at 1,000 to 2,000 pounds per minute 
with either top or bottom vacuum gives column loadings 
up to 10% fall’ Small 
diameter columns with more wall support give relatively 
lighter bulk densities and lower column loadings per 


denser over “‘natural loading 


cubic foot 


Hold times 


Roasted cottee should be percolated within hours after 


roasting and as soon as_ possible after grinding. It 
moistures are higher than a few per cent, staling and 
darkening of extract and powder accompanies a poorer 
flavored product Although whole bean coffee below 3% 
moisture can be stored for a few days with small flavor 
deterioration, it is not good practice to do so. 

Fresh roast-and-ground coffee against a 300° F. wall 
and air oxidizes in minutes to give an unappealing taste 


The 


deteriorates in 15 minutes 


flavor of ground coffee even at 212° F. noticeably 


Hold time in the percolators as moist grounds and hot 


extract must be kept to a minimum. If most of the ex 


tractables are not discharged from the roast-and-ground 
percolator coffee in one or two cycles or less than one 
hour, a definite heat treated flavor develops. Cycle 
times over 40 minutes usually show such flavor deteri- 


oration, Cycle times as low as 15 to 20 minutes are 


some For a six-column percolation 


cycle is for blowing, filling, pre-heating, 


feasible in systems 


system, one 
wetting, etc. Therefore, the roast and ground process 
time is five times the cycle time 

Long cycles and shutdowns accompanied by holding 
percolator grounds at elevated temperatures contribute to 
excessive pressure drops, due to softening of grounds 

Extract must be dried as soon as possible after draw-oft 
(usually within a few hours held at below 50° F.). Even at 
10 F 
tend to sour or develop an unnatural acid taste in less than 
As 70° F. to 80° F 


occurs in less than 


extracts, especially below 25% concentration, will 


noticeable flavor deterioration 
Although solid frozen 
extracts suffer small flavor alteration in several months, 
flee fl. 


24 hours 
an hour storage 


walter and good wors are not usually compatible in 


ge, even al refrigerator temperatures 


Extract concentration 


Although the geometry of a percolator system influences 
the resulting dtawn-off extract concentration, the temperature 
profile, solubles inventory (governed by draw-off /roast-and- 


fill, 


a given six-column percolator system with about 


ground ratio) and yield are more controlling. For 
example, 
the same cycle time and instant yield (379%) from roast 
and-ground can give 20% draw-off concentrations as well 
is concentrations as high as 409% by adjusting feed water 
flow, intercolumn heating and extract drawoff weight. In- 


tercolumn heating, as a rule, deteriorates flavor and is to 


be avoided, if possible. As solubles inventory rises, the 


issuing coffee flavor becomes more heat-deteriorated 


But at 
flavor, more flavor is lost in spray drying. 


better 
the 


with 
Thus, 


low draw-off extract concentrations, 


best net flavor and physical powder property balance 


striven for. Since yield is usually as high as 


the that 


must be 


possible, temperature ts factor most governs 
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draw-off extract concentration. 

Steaming the fresh roast and ground coffee fill re- 
moves most of the volatile coffee flavors in a few minutes, 
removing gas and prewetting the roast-and-ground coffee 
to about 10% moisture. Ground coffee is not wetted 
well by higher concentrations of extract, especially be- 
low 170° F. roast and ground temperatures. The steam 
preheating and prewetting, therefore, not only rapidly 
liberates the volatiles, but also allows the solubles (which 
have much less flavor contribution) to be removed quick- 
Lower solubles 


ly, thereby reducing solubles inventory. 
profiles or concentrations throughout the percolator sys- 


tem accelerate extraction and gives better rinsing out 
of hydrolysate solubles. 

Finer grinds will increase draw-off concentrations a 
few per cent, but also tend to reduce temperature profile 
due to slightly (up to 10%) higher column loadings. 

Loose column loadings (gravity, not vacuum) contrt- 
bute to channeling of extract and lower extract concen- 
trations on draw-off. Channeling of extracts along the 
percolator wall, if excessive, can result in a loss of several 
concentration. Therefore, fast, firm, 


per cent in extract 


uniform particle fills of roast-and-ground coffee are de- 
sirable. 

Some coffees, like Robustas, give up solubles readily 
and give a few per cent higher extract concentration on 
draw-off. 

Prewetting (212° F. water at about 1 gal./cu. ft. roast 
and ground) the fresh roast-and-ground column improves 
wetting with subsequent extract and prepares the cottee 
for solubles diffusion out of the grounds. It also results 
in a better-flavored extract, due to reduced solubles in- 
ventory, and helps reduce tars. 

Darker roasts with lighter column loadings and less 
available solubles usually give lower draw-off extract 
concentrations. 


profiles, 


and temperatures 


Extraction concentration 
Vs. process time as monitored from one point in the perco- 
lator system, are very useful in showing the solubles in- 
ventory and the effectiveness of extractables removal from 
the fresh roast-and-ground coffee column. 

Such a concentration profile, for example, can give 
operating conditions such that about 75% of the extract- 
ables are removed in the draw-off and hardly any ex- 
tractables go back into the hotter hydrolysis stages. In 
fact, most of the percolator system is just heating grounds, 
and most of the hydrolysis yield is obtained in the last 
two stages. Note that the pH during hydrolysis is about 
1.0 and only rises to about 4.7 or 4.8 just at extract 
draw-off. Although volatile steamed coffee flavors col- 
lected in an ice water condenser are more important than 
the solubles for flavor, due to entrapment of some vola- 
tiles with the extractables, it is still important to remove 
the extractables from the hot percolator system quickly. 
Such profiles with varying operating conditions are very 
useful. 

Percolator column with a large surface-to- 
volume ratio (too short or too tall) lose much heat and 
give inherently low yields and/or low extract concen- 
25% are desired for 
spray drying, and 


systems 


trations. Concentrations above 
reasonable flavor retention through 
although concentrations in the high 


volatile coffee flavor retention, obtaining such concen- 


30's giv e excellent 


(Continued on page 87) 
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PHOTO COURTESY PAN AMERICAN WORLD AIRWAYS 


What’s right with this picture? 
The Mountain! 


Some of the world’s best coffees 
are grown in mountain country 
such as this. 

They’re Guatemalan coffees. 


Guatemalans are nurtured 

with tender care, Wh CVV f 
absorbing the vital elements necessary | , 

for fine flavor and mildness. 


ad LO. 
These are the coffees Qt offec 


that more and more 
U. S. roasters are using in their blends 


for mildness, flavor and aroma. WB 

Wh fs 
Use the world’s finest coffees Wd ut t€ LLL 
in your blend— 111 WALL STREET 
Guatemalans. NEW YORK 5. N. Y. 


Telephone: 
BOwling Green 9-661 6-7 
Cable: GUATCOFFEE 
Bulletin +4 will be off the press soon. 
Make sure you receive your free copy. 
Write for it today. 





new markets seen for coffee vending 
at King Coffee’s fifth annual show 





Seven hundred visitors—all keenly interested in auto- 
matic vending of fresh-brewed coffee—attended the Fifth 
Annual Coffee Futurama presented by King Coffee, Inc., 
it its Detroit headquarters 

The 


one giant display the 28 coffee-vending machines of 16 


see-and-taste exhibit, which brought together in 


manufacturers—drew much favorable comment over the 


many new ideas it put before the attending business men 
different states, extending from 


One distinguished guest was from 


They came from 16 
Rhode Island to 
Holland 

The show got off to a smashing start—literally 
John E. King, Jr., president of 


Ernest E. Lockhart, scientific 


Texas 


after 
formal from 
King Coffee; Dr director 
for The Coffee Brewing Institute, Inc., David E. 
Hartley, public health counselor for the National Auto- 
The trio then crashed 


yrec tings 
and 


matic Merchandising Association 
through a symbolic paper barrier “to new vending hort- 
zons.’ The crashing was done via lift truck, with Joseph 
. Giumette, director of sales promotion for King (¢ ottee, 
at the controls 

Talking to the groups of visitors in the complete but 
compact, display, on one floor, one reporter got the 1m- 
pression that what they most appreciated was the op 
portunity to compare the various models side by side 
The all in action, so that visitors could make 
on-the-spot tests of the actual product. The host company 


i 
had provided doughnuts and rolls to help in the coffee- 


units were 


tast Ing 


Another helpful part of the display was the fact that 


the manufacturers’ representatives followed an “open- 


door opening up the models at request to show 


poli y 


the important features of the inner works. 
Many new advances in brewing and solving of sani- 
tation problems were explained to the throngs of inter- 


ested visitors during the busy two days. 





Reuben Hills, Ill, elected president 


of PCCA; full report in next issue 


Reuben W. Hills, UL vice president of Hills Bros. 
Coffee, Inc., San Francisco, was elected president of the 
Pacific Coast ¢ of fee Association at the 1959 convention, 
held at Del Monte Lod ge, Pebble Beach, Calif. 

Robert C. Powell, of E. A. Johnson & Co., San Fran- 
cisco, was named vice president. 

A full report on the convention—business sessions and 


social events 





will appear in the next issue. 
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Down goes the barrier for the opening of the King 
Coffee Futurama. Riding the lift truck are (from 
left) David Hartley, NAMA Public Health Director; 
Dr. Ernest E. Lockhart, CBI Scientific Director; John 
E. King, Jr., King Coffee, President. 


Sanitation problems and the ever-growing compli- 
cations of satisfying public health administrators came 
in for heavy discussion. Mr. Hartley was able to pro- 
vide his listeners with many; helpful hints on easier, but 
efficient, methods of sanitation. His interest, in the main, 
is to develop less costly servicing methods, so that the 
users can protect their profit margin and yet protect the 
public's interest in matters of health. 

One specific suggestion Mr. Hartley was that 
servicing companies would get far better results by taking 
completely clean and sterilized containers to the sales 
point, replacing the empty, soiled containers and bringing 
these back to central headquarters for cleaning. 

“The reason for this,” Mr. Hartley said, “is that most 
vending rooms do not have satisfactory areas for cleaning 
of equipment. When you take out containers and clean 
them in the presence of your customers, you definitely 
risk offending them—reducing the taste appeal of your 
product. This should be avoided by all means.” 

Dr, Lockhart was also kept very busy explaining proper 
brewing techniques for best results to groups of visitors. 
He save much helpful information on such matters as 
grind analysis, soluble solids content, brewing time, water 
temperatures, and the density tests which have a direct 
bearing on amounts of coffee used per brew in many ma- 
chines. He pointed out that density is getting more and 
more attention from persons interested in obtaining 
proper blends for best vending results. 


gave 


(Continued on page 69) 
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A Coffee 
Buyer's Guarantee 
for 
Unequalled Dependability 
and Service 
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NEW YORK 
79 Pine Street 


NEW ORLEANS 


336 Magazine Street 


CHICAGO 
404 No. Wells Street 


& COMPANY 


Representatives in: 
INCORPORATED SANTOS, RIO de JANEIRO, 


PARANAGUA 


C Oo F 3 E E t M p> oO ra : = R Ss and principal coffee producing 


countries throughout the world 
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the coffee hydrometer 





Read Here 
Not Here 


By DR. ERNEST E. LOCKHART, Scientific Director 


Thermometer 


Cement 


Leod Shot 


Mercury Bulb 





Figure | 


In November, 1957, The Coffee Brewing Institute pub- 
lished and distributed a bulletin entitled, “The Soluble Solids 
Cup Quality.” This 


+ 


in Beverage Coffee as an Index to 


bulletin described a method for measuring the solids content 
of beve rage 


Briefly, a standard volume of clarified beverage 1s trans- 
ferred to a weighed aluminum dish, the water evaporated 


off and the dish reweighed. The increase in weight of the 


dish represents the beverage solids. If the brewing formula 


were known, the degree of extraction from the coffee 


grounds could be calculated and an evaluation of beverage 


Figure 2 


READINGS AND SOLUBLE SOLIDS IN 
COFFEE 
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HYDROMETER READINGS 





























The Coffee Brewing Institute, Inc. 


quality was possible. For the first time, brewing procedures, 
brewing equipment and the effects of water, timing, water 
temperature and almost any other factor that influenced the 
quality of beverage except blend could be studied and put 
Into proper perspective. 

The value of this approagh toward an understanding of 
beverage preparation was rapidly recognized by the industry 
Many requests for additional information were received. 
Many roasters and even public feeders wanted to use this 
method because it would help them provide better service 
to their accounts and to their customers. However, only a 
few organizations had laboratories or people who could 
make the measurements. Others did not want to become in- 
volved with the expense and trouble necessary to prepare for 
making the measurements. Consequently, The Coffee Brew- 
ing Institute was asked to provide, first, an analytical service 
for evaluating beverage samples and, second, a simpler 
method for measuring soluble solids wherever beverage 
might be prepared, in roaster and equipment plants and on 
the spot in restaurants or in other public feeding operations. 


Figure 3 
COFFEE BREWING CONTROL CHART 


FORMULA-GALLONS PER POUND 
75 2.00 2.25 2.50 75 



















































































EXTRACTED SOLIDS IN SOLUTION- PERCENT 
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EXTRACTION-OUNCES PER POUND 
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Table | 


CORRELATION OF HYDROMETER READINGS AT 140° F AND 
SOLUBLE SOLIDS IN BEVERAGE COFFEE 
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Both of these requests have been satisfied. Everyone 1s 


now familiar with The Coffee Brewing Institute's mail service 
knows the method for 


program, but not new 


measuring soluble solids. It is called the hydrometer method. 


everyone 


A hydrometer (Figure 1) is a closed glass tube, one end 
of which ts weighted with lead shot and other topped by 
The 
lower portion of the hydrometer also contains a thermometer 
When the hy- 
drometer is put into water (or some other liquid like cotfee 
The depth to 


a smaller closed tube containing a measuring scale. 
which will indicate liquid temperatures. 


at the proper temperature) it will float. 
which it will sink depends not only on the size of the 
tubes and the amount of lead shot in the lower end but 
also on the temperature of the liquid and, in the case of 
coffee, on the amount of solids in the beverage. 

In the smaller tube (called the stem) a scale is divided 
into seven major units and each of these into five smaller 
ones. When the hydrometer is suspended in pure water at 
140° F., it will sink until it is almost completely immersed 
The scale is adjusted in such a way that the top mark, which 
is zero, will be exactly level with the liquid surface as it is 
drawn up slightly on the stem. When the hydrometer 1s 
floated in coffee, it will not sink quite so deeply because 
the dissolved solids tend to support it. The greater the 
amount of dissolved solids, the higher the instrument will 
float. The scale reading, between zero and seven, will be 
an estimate of the buoyancy, density or strength of the 
beverage. Weak, under-extracted or diluted beverage will 
give a scale reading near zero, while strong, over-extracted 
or concentrated beverage will raise the reading toward 
seven. 

A reading on the hydrometer scale does not mean anything 
by itself, but must be converted into percent beverage solids 
A table (Table 1) that permits a simple conversion of 
hydrometer readings into soluble solids values, has been 
prepared. For example, if the hydrometer reads 5.10 when 
the beverage temperature is exactly 140 F., 


the soluble 


Table 2 


TEMPERATURE CORRECTION TABLE 
FOR COFFEE HYDROMETER 








TO CORRECT HYDROMETER 
READING TO 140° F 


TEMPERATURE READING 
° 
F 








2.75 
2.49 
2.21 
.94 
. 66 
.38 
10 
83 
55 
27 
00 


Subtract 


ococorr 


oo 


Nw NH ee 


solids content of the beverage is 1.27%. This is found 
by locating 5.10 in the table, reading across to the extreme 
left hand figure (1.20) and adding to this number the one 
at the top of the column (0.07) 

It is sometimes inconvenient or impossible to read the 
140° F. In 


fact, it is not necessary to take a reading at this temperature 


hydrometer when the temperature is exactly 


because the changes that occur in the hydrometer readings, 
when the beverage is at a different temperature, are known 
The beverage appears weaker at temperatures higher than 
140 , therefore, corrections must be added. At temperatures 
140 , 
rections must be subtracted. For example, if the hydrometer 
reading at 155° is 3.80 then the 
adjust the reading to 140° is 1.47. This 1.47 is added to 3.80 


lower than the beverage appears stronger, and cor 


correction necessary to 
and the corrected reading at 140° is 4.27. These temperature 
changes have been compiled and appear as a temperature cor 
rection table (Table 2). Readings can be taken at any tem 
and 150° F. 
if a reading is taken at some temperature between 135° and 
145° F. 

Locate 4.27 in Table 1 (4.28 is the closest figure), read 
to the left (1.00), add the number at the top of the column 
(0.05) to this value, result 1.05 is the per cent soluble 


perature between 130 Best results are obtained 


solids in the beverage 

A chart (Figure 2) showing the relationship between 
hydrometer readings at 140° F. and per cent soluble solids 
is given for the convenience of those who find it easier to 
work with charts than with tables. The results, whichever 
one is used, will be the same 


They 


were found to give slightly different readings from those 


A number of hydrometers have been checked 


shown. However, these differences were not great enough 
to warrant any additional corrections for the practical situ 
ations in which a hydrometer will be used. 

The hydrometer measurement is not as precise a technique 
as the drying method. The hydrometer can be used in many 
locations where preliminary on-the-spot guidance is ad- 
Vantageous or necessary for finding out what ts going on, 


(Continued on page O08) 
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Coffee “Mark my word” | 


Agents for reliable Shippers in 
Producing Countries 


f By MARK HALL 


THE ROASTER 
GOES IN FOR ART 


S 
B R A Z | \ The big coffee roaster went to the art show, at 


the request of his wife. He had heard it was the 


* O L O M B | A N S thing to do. Get some culture. 


He paused before one picture which caught his 
V fb N be Zz U ‘a L A N S fancy. Awful pretty, he thought. Near him, a 
middle-aged man was looking at it, too. He ap- 
peared fairly intelligent. Could have been a green 

man, or at worst, a college professor. 
Byrne, Delay & Co. Turning to the stranger, the roaster said, “That's 
the kind of a picture I like. I can understand it. 

Cable Address: How did the artist do it?” 
“VICAFE™ The stranger shrugged, thoughtfully. “An artist 
, is just like a carpenter. Painting a picture is the 
Pe arty eg Ps hye an same as building a house. Plank by plank, and with 
re ein tis — his sweat, the carpenter puts it together. Everything 
has got to fit. If it isn’t strong enough, it'll fall 
down. It’s got to be laid out so you can go from 
one room to another, and you can’t put the front 
door on the second story. You don’t want just raw 
boards, so you paint them—not red, white and blue, 
but some color that doesn’t make you dizzy and 
won't upset your neighbors. There’s no difference 
betwen throwing a house together and painting a 
picture.” 


Specializing in 




















“You make it all very simple,” said the roaster. 


The roaster stood before the picture, musing. 
“When I build my new plant, I’il make a master- 
piece of it,” he thought. “Ill be a beautiful job. 
The freight cars will roll in here, and the trucks 
roll out there. Gravity will carry the green bean 
down to the roaster and on to the cans as magni- 
ficently as water flows over Niagara Falls. But 
everything wiil be on one big, smooth floor, and 
the help will whirl about on skates, enjoying them- 
selves and saving time. The color in the offices will 
be the envy of Rembrant. Pure air will invigorate 
everybody, and the whole force will be delighted to 


HOT OR ICED increase my profits .. . 
These were happy ideas, and the roaster turned 


in gratitude to the stranger. “I never knew so much 


é 
It6 thought went into a painting. A smart man like you 
should be in the coffee business.” 
Vu ¢ “Every man to his trade,” the stranger smiled. 
a “The coffee business requires talent, I’m sure.” 


—_ “What is your business?” 
S.A. SCHONBRUNN & CO., INC. 


Grand and Ruby Avenue - Palisades Park, N. J. I have no business. I’m the artist. 
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Test Our Instant Coffee 
i oe and See for Yourself! 


quality 
The secret of the success of East Coast Private 


PRI \ ] A TE Brand Coffee is this: only full roasted sweet drink- 
ing coffees are used, in a full flavored and aromatic 
blend. It’s rich, heavy bodied, fragrant. Extra 


BRAND long Shae life is assured by removing all fats 
and oils. 
COFFEES 


hoses prices 


Send for your sample today and see why 
East Coast Coffees outsell Other private 


brands, even those selling at much higher 

prices. Quality counts. COFFEE 
CORY, 

601 West 26th St.. New York 1, N. Y. 


Tel: BOwling Green 9-0050 Cable Address: NATHORCOF, N. Y. 











C. A. MACKEY & CO. 


Incorporated 


IMPORTERS - COFFEE 
ESTABLISHED 1914 


REPRESENTING: REPRESENTING: 
LEADING PRODUCERS IN AFRICA JABOUR EXPORTADORA S. A. 


REPRESENTING: RIO DE JANEIRO 
JESUS M. LOPEZ & CIA. SUCS. LTDA. VICTORIA > BRAZIL 
MEDELLIN, COLOMBIA PARANAGUA 





91 FRONT ST. NEW YORK 
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GLASSINE LINED 


Coffee Bags 


“Wade RIGHT| b FRieod RIGHT | 
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At the dinner in Washington, D. C., to James M. O'Connor and 

, John E. Duff, honoring their 18 years apiece on the U. S. Army 
weet Coffee Advisory Committee. From left: Albert Hanemann, who 
aa) is continuing on the committee; Major General A. T. McNamara, 
Corer lf Quartermaster General of the U. S. Army; Mr. O'Connor; Mr. 


Duff. Guests of honor received cetificates, lapel pins. 


You will find ATLANTIC 


to be a sure, sofe, de~ O'Connor, Duff awarded Army 


pendable source for fine LES . 
Coffee Bags -— plain, stock Certificates of Merit 


design or private design 


siny: svn: abe -wsanila at Washington, D. C., dinner 


and. quote on your James M. O'Connor and John E, Duff, who retired 


requirements? : : oP ies 
q after 18 years of service on the U. S. Army Coffee Ad- 


ee oF g visory Committee of the National Coffee Association, 
ave - COFFEE BAG CO ow were honored at a testimonial dinner in Washington, 
D.C., last month. 
220 KOSCIUSKO ST. - BROOKLYN 16, N. Y. 7 . . . 

Major General A. T. McNamara, Quartermaster Gen- 
eral of the U. S. Army, presented to the two men De- 
partment of the Army Certificates of Appreciation for 
Patriotic Civilian Service. 








>VD The dinner was tendered by officers, directors and mem- 
Ae bers of the Advisory Committee of the National Coffee 
Association. 
) ' AI Hand-illuminated testimonial scrolls were presented 

PAIRCHILD NY ROLTE to Mr. O'Connor and Mr. Duff by NCA President John 
F. McKiernan. 

120 WALL STREET NEW YORK Mr. O'Connor, who retired as vice-president of Jewel 
Tea Company last December 31st, is a former director and 
president of the Green Coffee Association of New York 
and a former director, president and chairman of the 
board of the National Coffee Association 

Green Coffee Mr. Duff, a founder and past president of both the 
San Francisco Coffee Club and the Pacific Coast Coffee 
Association, and a former director of the National Coffee 


AGENTS AND BROKERS Association, retired as president of Leon Israel & Sons, 
REPRESENTING Inc.. San Francisco, last December. 


Since 1941, green coffee purchased for military use 
BRAZILIAN and MILD SHIPPERS has been graded under the ities of NCA’s U.S Army 
Cottee Advisory Committee. 

Mr. O'Connor and Mr. Duff were appointed to the 

Members: committee in that year, along with Albert Hanemann, of 

NATIONAL COFFEE ASSOCIATION New Orleans. Mr. Hanemann is continuing as a mem- 

GREEN COFFEE ASSN. OF N.Y.C. ber of the committee. General McNamara said that the 

N.Y. COPFEE AND SUGAR EXCHANGE caliber of the service rendered by the committee is best 


indicated by “the simple fact that out of a total of 


a) 3,000,000 bags of coffee inspected and classified under 


your supervision, not one of your decisions Was ever 


sehaneA’ 
agent vet HnncnATntN MLL LLL questi ned. 
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Coffee roastings 
at ten year high 
in first quarter 


Coffee roastings were running at a ten-year high in 
the first quarter of 1959, according to the Bureau of the 
Census, Department of Commerce. 

Roastings during the quarter amounted to 5,829,000 
bags—the largest quarterly total since 1949, as recorded 
in this government survey. 

Total first quarter 1959 roastings—which include roast- 
Ings for soluble use and roastings for the Military Ser- 
VICes ' 


were up 259,000 bags, or 5%, over fourth quarter 


1958 roastings and were 316,000 bags, or 6%, above 
first quarter 1958 volume. 

at 986,000 bags during the 
300,000 


Roastings for soluble use 


first quarter of 1959—reflected an increase of 
bags, or 3%, over fourth quarter 1958 roastings but de- 
creased 10,000 bags from the first quarter of 1958. 


The proportion of roastings for soluble use to total 


SHIOOC 


484 Strate Highway 17 





roastings was 16.9%, compared to 17.2% in the fourth 
quarter at 1958 and 18.1% in the first quarter of 1958. 

Imports of green coffee during the first quarter of 1959 
amounted to 6,119,000 bags, an increase of 151,000 bags 
over fourth quarter 1958 imports and 1,349,000 over the 
first quarter of 1958. This represented only the tenth 
time in 13 years that quarterly imports exceeded 6,000,000 
bags. 

Inventories of green coffee in the United States totaled 
2,410,000 bags on March 31st, 1959, an increase of 296,- 
000 bags since December 31st, 1958. 

March 31st, 1959, inventories were 103,000 bags above 
the March 31st, 1958, level but were substantially below 
the 3,447,000 bags on hand March 3lst, 1957 


Curb coffee parcels to Turkey 

A resident of Turkey is limited in the amount of coffee 
he can receive from abroad. 

Regulations impose a limit of one pound a month, beans 


or ground, green or roasted 





For further information, in the United States and Canada, contact 


ULBECO, INCORPORATED 


lelephone COlfax 2-4917 


<— View of a modern automatic roasting plant 
in Sweden. 


The entire plant, which will have a final 
capacity of 32 tons per day, is electron- 
ically controlled and supervised from 


making up blends to the finished package. 


This plant demonstrates 
how automatic roast- 
ing has been extended 
and developed to fully 
automatic proces. 
sing, and was designed 
and 


pioneers in this field. 


equipped by the 


Maschinenfabrik 
Ferd. Gothot, 6.m.b.H. 
Muelheim-Ruhr/Germany 


Telephone: 40751-53 
GOMAG 


a Cable: 


eee = =Paramus, New Jersey 
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Crops and countries 





coffee news from producing areas 


USDA trims estimates 
of 1958/59 world coffee 
crop for drop in Americas 


Estimates of the world’s 1958/59 coffee crop have been 
lowered slightly by the United States Department of Agri- 
USDA's fourth estimate is 58,600,000 bags, with ex- 
portable production estimated at 50,600,060. It now seems 
likely that the crop in both North and South America will 
not be quite as large as previously estimated, while that in 


culture 


Africa's will be a little higher 


World 


imounted to 


in coffee during the 1958 calendar year 


36,800,000 bags USDA. said 


trade 
approximately 
This is the same as 1957's volume and about 100,000 bags 
This 


indicates that stocks are being drawn down, since consump 


below 1956 near-stationary level of world trade 


tion in importing countries continues to increase gradually 


Total 


is currently 


cott ec production for North America in 1958/59 
estimated at 8,200,000 bags, with 6,500,000 
exportable. Somewhat smaller crops are now being reported 
by several producing countries 

Costa Rica’s 1958/59 Crop 1s expected to exceed 1957//58’s 
record, and to be nearly double average production from 
1942 1954/55. This from new 


13, through increase 1s 
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THE GREAT ATLANTIC AND PACIFIC TEA CO. 


RETAILERS OF FINE COFFEE 


BRAZIL And COLOMBIA 


AMERICAN COFFEE 
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COFFEE & 


plantings now coming into production, improved technology, 
and increased use of fertilizers and insecticides. 

Cuba's crop is now expected to be smaller than previously 
estimated. The coffee-producing area of Oriente Province 
was hit by two hurricanes in 1958 and also was affected by 
the revolutionary activity. 

EI Salvador is still expected to have a larger crop than 
in 1957/58. This is the “on-year” in the cyclical pattern 
of production. 

Coffee leaf minor caused some scattered damage this year, 
and late rains had some adverse effect. Also, in some areas 
there was a shortage of pickers, but transient labor from 
Honduray and Guatemala was employed to fill the gap. 

None of the adverse developments, however, materially 
affected the size of the harvest. 

Guatemala’s 1958/59 outturn is still expected to be some- 
what below the bumper 1957/58 crop. The first lowland 
harvest was poorer than usual, while the middle altitude and 
highland crop turned out well. 

Big planters in Guatemala, who have seen the results of 
better cultural and technical practices, have announced in- 
tentions to follow more intensive cultivation in order to 
lower costs and increase yields. 

Estimates of the 1958/59 crop for both the Dominican 
Republic and Haiti have been lowered, primarily because 
of drought. 

Adverse weather in Mexico and Nicaragua reportedly re- 
duced this season's crops. Heavy rains at blossoming time 
caused damage in both countries 

A hurricane which struck the Sononusco district of 
Chiapas, Mexico, caused some damage in that area. In the 


state of Veracruz, early-season prospects were good, but 
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‘| wonder how long Fred's been waiting?” 


heavy rains continued until December, delaying the harvest 
and reducing total Mexican production. 

Panama's 1958/59 production is now estimated at 50,000 
bags, with 10,000 bags exportable. 

Panama's “highland” coffee is considered to be that grown 
at an altitude of 3,500 feet or over. So-called “second-grade” 
coffee is considered to be that produced in the Central 
Providence, or similar lowland coffee. 

Boquete and other washed highland coffee make up about 
one-third of Panama's crop. 


Complete soluble coffee processing equipment—/ 


Total coffee production for the 1958/59 crop year in 
South America is estimated at 38,100,000 bags, with an ex- 
portable total of 33,300,000 bags. This is a considerable 
increase over the 1957/58 total of 33,800,000 bags and 
28,500,000 bags exportable. 

Brazil's 1958/59 exportable crop is now estimated at 25,- 
500,000 bags, compared with 20,300,000 in 1957/58. 

Coffee registrations in Brazil through January 31st, 1959, 
amounted to 21,970,000 bags for the 1958/59 crop. This 
is approximately 3,500,000 bags more than registrations in 
the same seven-month period of 1955/56 and 1957/58. 

Weather for the 1959/60 crop in Brazil has been good in 
the major producing states, and both flowering and fruiting 
have been abundant. 


Colombia's coffee production for 1958/59 is estimated at 
7,300,000 bags, including an exportable crop of 6,500,000. 
Although this would be 7% less than 1957/58 production, 
it would still be the second largest crop on record. 

Weather was favorable for Colombia’s end-of-the-year 
coffee harvesting, which was completed by mid-January. It 
was fortunate that damage from insects and diseases was 
very light, since much of the crop is grown on steep, uneven 
slopes which make spraying, fertilizing, and other advanced 
agricultural methods difficult. 

Harvest of the main Colombia coffee crop begins in April 
and extends through June. 

Growing conditions in Ecuador during 1958 were good 
for coffee during 1958. Prospects for the 1959 harvest are 
reported to be equally good. 

It is now estimated that Peru's total 1958/59 production 
will reach 315,000 bags, with 225,000 bags exportable 


trom 


plant design through start-up and 
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operator training 


water treatment 
extraction 

spray drying 
packaging 

spent grounds handling 
pilot plant equipment 





Demand for coffee booms 
in Japan, where the people 
like it good and strong 


In Japan when a restaurant wants to beat out competition 


on coftee, it tbout the usual standard there of 40 


Instead, it 


forgets 


pound begins serving an even 


coftes 
This approach to coffee sales was reported to COFFE! 


Y. Kano, of the Yutaka 
Takakuwa, of the 


INDUSTRIES last month by 
Yokohama, and R 


( sak l 


& TEA 
Trading Co., Ltd 
Hamaya Co., Ltd 
Ihe tw 
Olt cc 


men were in United States as part of a trip 


markets and producing areas, in order to. study 
trends firsthand 

After lea ny New York City, Mr 
New Orleans Betore that, the 
Francisco and Chicago 


Mr. Kano planned to visit 


El Salvador 


. 1 
Takakuwa went on t 


had visited San 


Jamaica, Panama, Costa Rica 


M« X1ICO 


importers of green cott 


Guatemala and 


His company of the tew 
beans in Ja 

The pric Y comtee in Sl 
than 15¢, the visitors said. They admitted 
to be high, but it 
yreen cotfees of 4814 C.LI 


cottec 


Is ONE 


public eating plac is 5O yen a 


Mor 


ippe ifs covers an import 


Gareen Imports into Japan is fairly recent, they 


{ out. It began in 1950, and has been growing ever 


pointed 
About 


than in 


SINC 100,000 bags were imported in 1958, about 


56 1957, which in turn saw a 2007 tn 


( More 


rease over 1956 


The growth ino « mports would be considerably 


SCHAEFER 
KLAUSSMANN CO. INC. 


larger, the visitors said, except that imports are limited 
by license to $6,000,000 a year, The coffee comes mainly 
from Africa and Brazil 

Imports beyond the license limit are permitted if they 
can be handled on a barter basis. 

Interest is keen in soluble coffee, they said, but production 
in Japan ts limited to small scale pilot operations 

Manufactured instant coffee, packaged in jars, 1s imported 
to meet the demand, but only up to a limit of $100,000 a 


year 


Ethiopia setting up coffee center 

A cottee center ts being established on the outskirts ot 
Addis Ababa by the National Coffee Board of Ethiopia, 
according to Ian Maclean, advisor to the board. 

About 50 acres have been acquired, with the ultimate 
objective of concentrating the industry and operating an ex- 
change. Work on roads and buildings started earlier this 
year 

All cotfee moving from the interior to Addis Ababa mer- 
chants will be channeled through the center this season. In 
this way, the Board hopes to gain administrative experience 
in the handling of the crop and a clearer assessment of future 
needs 

As part of its all-out efforts to improve the quality of 
Ethiopian cottee, the board has just enacted new regula- 
trons covering cleaning and grading 

In the 
processing methods and correct drying procedures 


Mr. Maclean. “But 


hopes are running high that Ethiopia will one day join her 


interior, demonstrations are underway on we 


These are small beginnings,” says 


neighbor, Kenya, in the ranks of quality coffee producers 


99 WALL STREET, NEW YORK 5, NEW YORK 


302 MAGAZINE STREET, NEW ORLEANS 12, LA. 
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George Knoblock named vice president 


in charge of sales by Eppens, Smith 


George Knoblock has been appointed vice president in 
charge of sales of the Eppens, Smith Co., Inc., Secacus, 
N. J. 
president. 

Mr. Knoblock, who has an extensive background in coffee, 
was for the past ten years sales manager of the Rochester 
Before that he was 


coffee roasters, it was announced by Frank Hodson, 


division of the Dannemiller Coffee Co. 
with B, Fischer & Co., New York City. 

Eppens, Smith has been acting as importers and jobbers 
of a full line of green coffees and roasters, blenders and 
packers of highest quality coffee since 1855. They are also 
direct importers of teas from the producing countries of the 
world, and pack both bulk tea and tea bags. 

Last year Eppens, Smith built one of the most modern 
plants in the world, with up-to-the minute facilities to keep 
pace with expanding distribution and sales. 

Eppens, Smith specializes in packing private labels, and 
they also have their own exclusive products, Holland House 
Coffee, regular and instant, and Holland House Tea 


Nicaragua becomes 12th member 


of Pan-American Coffee Bureau 


Nicaragua has become the 12th member of the Pan- 
American Coffee Bureau, according to a joint announce- 
ment by Dr. Enrique Delgado, Nicaragua's Minister of 
Economy, and Andres Uribe, acting president of the Bureau 


Nicaragua's decision to join her sister cotfee-growing 


republics in the Bureau means that she will share in over- 
all coffee advertising and promotion in the United States 
and Canada. The action was hailed in a statement issued 
by Mr. Uribe as immensely encouraging, a sign of Pan- 
Americanism at work in the common interests of all countries 
of the hemisphere. 

Nicaragua is the first of four Latin American countries 
not now members of the Bureau to act on an invitation in 
Washington in March by the Board of Directors of the 
Latin American Agreement. The Board emphasized “the 
advisability and urgency of strengthening still more the 
Pan-American Coffee Bureau as increasing its 
activities,” and asked Haiti, Nicaragua, Panama and Peru 
to join the Bureau so that all 15 countries would belong. 

President Bureau members, in addition to Nicaragua, are 
Brazil, Colombia, Costa Rica, Cuba, Dominican Republic, 
Ecuador, El Salvador, Guatemala, Honduras, Mexico and 


well as 


Venezuela. 


How far on a coffee cup of gas? 


Six Renault 
Huntington, Quebec, to determine 


Dauphine cars recently competed in 


just how far they 
could go on a coffee cup of gasoline 

It was snow was 
deep, the roads were icy and the wind howled. None 
theless, the little cars took off with exactly one coffee 


The drivers were reluctant even 


a real Canadian winter day—the 


cup of gas in each tank 
to shift gears for fear of losing the precious gasoline, 
but one by one, they halted by the side of the road 
Finally, the last car stopped It had gone exactly five 


miles and 2,244 feet. 





pROBAr 


Renenereecsed 


PROBAT OFFERS COMPLETE 
AUTOMATION FROM GREEN COFFEE 
DUMP STATION TO THE 

ROASTED COFFEE STORAGE BINS. 


AUTOMATED PROBAT BATCH ROASTING 
OFFERS AN INFINITELY FLEXIBLE OPERATION 


PROBAT SILO STORAGE FOR GREEN COFFEE 
AND/OR ROASTED COFFEE 


PROBAT CLEANING—4 SIZES 
13500 Ibs/h—6500 Ibs/h— 
3750 Ibs/h—1800 Ibs/h— 


PROBAT AIR VEYORS—PROBAT SILO 
ASSEMBLY SCALES—PROBAT EXPRESSO ROASTERS. 


Cable: Maschinenfabrik 





COFFEE ROASTING SPECIALISTS SINCE 1868 


EMMERICHER MASCHINENFABIK 


EMMERICH/GERMANY 


Phone: 1651 











Jack Dinos named president 
of SCRA at Point Clear meeting; 
Hafers sees progress on surpluses 


Latin America has been heartened by its success dur- 
ing the past year in the management of its coffee sur 
pluses, J. R. S. Hafers, president of the Pan-American 
Coffee Bureau, told the spring meeting of the Southern 
Coffee Roasters Association, held at Point Clear, Alla. 

The 
Co., president for the coming year 
Reiley, of Wm. B. Reiley & Co., Inc. 

Other officers named were H. Grady Tiller, Dixie Club 
W. Oehmig, Fleetwood 


meeting elected Jack Dinos, of the Mocha Coffee 
He succeeds James 


Coffee Co., first vice president; L. 
Coffee Co., second vice president; James Lieux, Morning 
Treat Coffee Co., 

The meeting heard a talk by James Oliphant, 
assistant vice president of the Merchants National Bank 
of Mobile, Ala 

Mr. Hafers, who is also United States representative 
Cottee declared that 
the world are reason for 


secretary-treasurer 


also 


of the Brazilian Institute, e€XCess 


amounts of coffee in concern 
and worry throughout Latin America 

But I do not believe,’ he said, “there ts the same 
depth of worry which a traveller might have found in 
some quarters a year ago. The reason is that in the past 12 
months we in Latin America have taken great strides in 
the management of our coffee surpluses. We have learned 
a great deal which is encouraging and hopeful even in 


the face of today’s crisis 





Leon Israel & Bros., Inc. 
Coffee Importers 


NEW YORK 
10! FRONT ST. 
NEW ORLEANS 
300 MAGAZINE ST. 


SAN FRANCISCO 
160 CALIFORNIA ST. 


AGENTS FOR 


LEON ISRAEL AGRICOLA E EXPORTADORA S$/A 
(BRAZIL) 


Coffee Planters & Exporters 
SANTOS @ RIO DE JANEIRO 
PARANAGUA @ ANGRA DOS REIS 


General Agents for Europe 


ISRAEL (LONDON) LTD. 
110 Cannon St., London E.C. 4, England 











Contrary to all opinion at the outset, the Latin Ameri- 
can agreement has worked, Mr. Hafers indicated. “It has 
been the main force in our industry responsible for what- 
ever degree of price stability we have had, “he declared. 
“This has been a surprise to the world trade. 

“Once this is said, let me add that in my opinion the 
present agreement is faulty. I believe it is timid in certain 
respects, that it does not face up to the true crisis facing 
our industry. Yet it has protected the coffee producer, 
and the coffee consumer as well. We have had an orderly 
market in coffee—and coffee consumption in this, our 
principal market, has continued to rise. 

“I will not be so bold as to prophesy what may happen 
in the months ahead, except that it is now plain that we 
can hope for a worldwide coffee marketing plan in the 
near future. 

“A generation ago, when another crisis struck the 
coffee world, it was one country which bore the full brunt 
of coffee stabilization. Up until recently it had been a few 
countries. During the past year, all 15 of the producing 
countries of Latin America have participated in a market- 
ing agreement, although without the formal help or 
support of the producing countries of the Old World. | 
think now we can look for support from these countries 
too. 

“They realize, as they must, that the fortunes of one 
kind or type or variety of coffee can never be separate 
from the fortunes of all coffees, nor can Latin America 
for much longer carry the burden of coffee stabilization 
alone. 

‘In all of the Study Group’s work, we have been im- 
mensely heartened by the sympathy we found in the 
United States State Department and the United States 
coffee trade. I am convinced that you recognize, as we 
do, the disaster which would inevitably follow in the 
wake of a market collapse, and that you are just as vitally 
interested in seeing to it that such a market collapse 


does not occur.” 


Coffee front nears Northwest 


A special bulletin on the official weather bureau teletype 
circuit in Seattle recently reported “a warm coffee front is 
approaching the Pacific Northwest from all directions.” 

It seems someone spilled a cup of coffee on the morning 


weather chart. 
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H. Reeve Angel & Co., 9 Bridewell Pl., Clifton, N.J. 
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Summer highway safety 
campaign for coffee 
launched by PACB 


“For Safety’s Sake, Stop for a Coffee 
break.” 
This admonition, which forms the main 
theme of the coffee industry's fifth an 
nual summertime highway safety cam- 
paign, will be aimed at millions of U.S 
and Canadian motorists during the coming 
months in an effort ‘o cut the traffic 
toll in both countries, the Pan-American 
Coffee Bureau has announced 
This year’s summer program, like its 
predecessors, will be actively supported 
by leading safety organizations in the 
United States and Canada, as well as 
by members of the coffee trade. Between 
Memorial Day and Labor Day, three TRADE iT FOR A A 
} 


quarters of a million bumper strips, car- 


rying the coffee-for-safety slogan, will 
be distributed by cooperating groups 7 oO iM | a Ad Ss oO 
Added support will be provided by na- 
tional and local publicity in the press 
and on radio and television urging mo- 
torists, especially those making long trips, Pa O-= DRI pe 


to stay alert and alive by stopping for 


coffee at frequent intervals TOMLINSON 
A 5” de -sicet sticker, bearing the No-Drip Faucet FA U Cc a T 


“Stop for a Coffee-break” message, is be- 


ing made available by PACB to restau- 

rants and coffee vending operations 

through coffee suppliers. The stickers FOR NEW EQUIPMENT: 

C3 also be put to < arietv of other , - 4 : 
aia ie sian — There is a Tomlinson No-Drip 


uses, including placement on cars and é = 
trucks Faucet for every purpose. For top 


Both the summer and the winter cam quality and maximum service life 
paigns make use of medical and safety SPECIFY and INSIST UPON 


evidence showing that coffee, hot or iced, amp : . ys 
is an “alertness” beverage, and as such ‘Tomlinson Faucets and Fit- 
can help reduce traffic accidents by off tings’? on all purchases of new 


setting driver fatigue equipment. 


New private brand coffees, tea 
launched by Staff Supermarket MODERNIZING OLD EQUIPMENT: 


Tomlinson’s liberal exchange policy 


Staff. Supermarket Associates, newly- 
formed organization of medium-sized, allows you to obtain a new Tomlinson 
high-volume supermarket chains, is bring- ° 

. aig , sme Ba 
ing out its first private brand products No-Drip faucet of any type or style by 
under its own labels, Staff and Minuet giving a credit on used faucets not of 

Staff is a quality line and Minuet is our manufacture. Take advantage of 
its budget-priced companion this policy NOW and modernize your 

Considerable research has gone into the equipment 
package and label designs. They are 
frankly feminine in appeal, with soft-sell ‘ 
copy, and light, pastel colors OLD AGE POLICY: 

Currently in the stores of the partner Our social security plan for faithful Tomlinson faucets guarantees 
chains composing Staff Supermarket As- lifetime service—a No-Drip faucet is never retired. To maintain peak 
sociates is an all-purpose grind coffee, an efficiency, send your Tomlinson faucets to our sanitarium for a low- 
instant coffee, and tea bags under the eel watt anes Uti alll i Seach baka buil 1 i 
a a : s +4 y se . . ate > ‘ ¢ v4 
Staff label. Under the companion Minuet ashe ig a oe ™ . a completely rebuilt replated faucet 
label is an all-purpose grind coffee and of the same type in perfect condition and backed by the same guarantee 
tea bags of performance and service as a new Tomlinson faucet. 

I artuer ga ogg, 0 soa _— Your faucet supplier is fully aware of this program. See him today, 
are Miegels Markets xichmon a. ; . . ” 
pak ; ; ’ write 2c : 
Tedeschi’s Super Markets, Rockland, or write direct to: 
Mass.; Good Deal Super Markets, Irving- 
ton, N. J.; Growers Outlets, Springfield, 

Mass.; Fernandes Super Markets, Norton, 
Mass.; Central Markets, Schenectady, OMLINSON NO-DRIP FAUCET COMPANY 
(Continued on page 87) : 1601 St. Clair Avenue + Cleveland 14, Ohio 


The sign of distinction and quality service 
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Dear Sir 





LETTERS TO THE EDITOR 


Are coffee prices low? 


Dear Sir 

The article on Page 37 of your April issue titled “Coffee 
Day For uses Attention on Crisis Resulting from. Price De- 
cline” prompts this letter 


There have been any number of statements concerning 


falling coffee prices’ which could lead one to believe 


that the green coffee market was in an extremely depressed 
tate 
Actually, | 
prices are not low; 
conscionably high prices that prevailed during 1954 and 
I think, too, that such high 


cottee 


they are low only in relation to un 


think it not unreasonable to say that 


over several years thereafter 
prices might not hive been reached had the two leading 


producers not used artificial actions, to some extent, to 


force out the Unquestionably, thos< 


last drop of blood 


wtions caused great harm to the coffee industry It 1s 


not possible to say whether that harm will ever be fully 


overcome, but we can hope that it will 


A comparison of today's price for coffee and prices for 


other commodities may be taken to indicate that coffee 1s 


still not cheap For example, the price of corn has gone 
from 66¢ per bushel average during 1935/1939 to a high 


of $2.71 per bushel during 1947/48, to $1.31 per bushel 


today 
Cotton has gone trom 9.91¢ per p 
to a high of 42.53¢ per pound during 1950/51 to 34¢ per 


uund, 1935/39 average. 


pound today 
Rubber has 


to 73-l4é per 


gone from 16.09¢ per pound, 1935/1939 


verave pound high in 1951, to 33¢ per 
pe ind today 
Whe if ha 
iverage, to 
07 pe bushel 
An index of 


SOC of 


1939 
1947/48 to 


gone trom S81lé per bushel, as a 1935 


$2.81 per bushel high during 
today 

wholesale has g 
Reuter 's 


1006; 


commodities at 


120 


OOO 
1940 to 


if base in 


Prom 


today 
Commodity Index has gone trom 175 in 1940 to 
today Both 


doubled 


By comparison with commodities and indices mentioned 


! 
| 


indexes, therefore, have slightly more than 


above, Santos 2’s have gone from an average of 8.88¢ 
per pound during 1935/1939 to a high of 79.65¢ per 
pound during 1954, to 3714¢ per pound today. Medellin 
has gone from 11.74¢ per pound during 1935/1939 to a 
high of 80.09¢ during 1954, to 4514¢ per pound today. 
Coffee prices are New York spot. 

The greatest increase in commodities listed above, from 
1935/1939 base period to 1959, has occurred with cot- 
ton—approximately three and one-half times higher than 
1935/1939 average. Other commodities, exclusive of cot- 
fee, are approximately double today their 1935/1939 aver- 
age. Coffee, however, is approximately four times as high 
today as 1935/1939 average. 

Irving Manning 
Manager, Coffee Department 
S & W Fine Foods, Inc 


San Francisco 


“Outstanding piece of work” 


Dear Sir: 

I have found it (November, 1958, issue on “Ad- 
vances in Coffee Production Technology) fascinating read- 
ing and feel I must offer you and your co-editor, my friend, 
Mr. Pierre G. Sylvain, my congratulations on an outstand- 
ing piece of work, comprehensive in its design and most 
workmanlike in its execution. 

C. Y. Shephard 
Executive Secretary 
Agricultural Economics 
Caribbean Commission 
Trinidad, B. W. I 
Demand for the 
Coflee 


} 10% ’ 
November, 1958 Advances in 
Production Technolog) fa 


available in book form, at 


1SSHeE ON 
lod ant hat 

exceeded alticipations 

The spectal material 1s nou $3.00 


pei Op) Ed 


Cook named by White Swan Coffee 
Sam H. Cook has been appointed assistant general sales 
manager of the White Swan Coffee Co., Fort Worth, Texas 
Mr, Cook joined the coffee firm after extensive sales 
Management work in Texas, Oklahoma, Arkansas and Lout- 
s1ana 


He was formerly associated with the Canada Dry Bottling 
Co nee Dallas. 


BRAZILS 


SANTOS « PARANAGUA «+ ANGRA « RIO DE JANEIRO 


CENTRAL AMERICANS 


COSTA RICA « GUATEMALA * NICARAGUA « SALVADOR 


COLOMBIANS 


MEDELLIN « ARMENIA + MANIZALES + SEVILLA « GIRARDOT 


FEE & EA NDUSTRIES ana The avor Field 








e e * 
Ship sailings 
A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Ports and dates are subject to change, Hellensc—Hellente Lines Ltd. Abbreviations for ports 
0ula exigencies require. Moreover, lines Hol-Int—Holland-lnteramerica Line 

pie dy), edule sailings not shown in this Independence. Independence Line 

Rens Isthmian—Isthmian Lines, Inc. 


ie a eee ‘04 Dienal > 
Abbreviations for lines JavPac vaPacific Line 


Trans Car—Ahlmann Trans Carib- 
Can 
Alcoa—Alcoa Steamship Co. 
Am-Exp—American Export Lines 
1m-Pre American President Lines 
Arg-State f 
Am-W Afr 


In¢ 


B-Afr—Belgian African 

Barb-Wn—Barber Wil 2 € , i 

Barb-Frn Barber Fern jn } Pacifi 

Barb-W’ Afr—Barber-W est African Line PacFar—Pacthe 
Bl-Dia—Black Diamond Steam ship Co PacTran Pacific 
Brodin—Brodin Line Pioncer—Amervican Piones 


Col—Columbu Line PTL—Pacific Transport Lin 
Cunard—Brocklebanks’ Cunard Service R Net/ 2 t 

Delta Delta Line 

Dempster—Elder Dempst cin Indi ‘ 

D der Dodero Line Scr Southern Cross Line 
Elad-Dem lder Dempster Line Sprague—Sprageue Steamship Line 
Ell-Buck—Ellerman & Bucknell S.S. Co. Swed-Am—Swedish American Line 
Farrell—Farrell Line Torm—Torm Line 

Grace -G race Line U'Fruit United Fruit Co 

Grant ancolombian New Yor nN W es-Lar—Westfal Larsen Co. Line 
Gulf—Gulf € ut erican Steamship C IC Yamashita—Yamashita Line 


COFFEE BERTHS 


SAILS SHIP SAILS SHIP LINE DUE 


ABIDJAN F Del Sol Delta N0O7/26 Ho7/31 
16 Del Viento Delta N08/3 H08/8 


Libreville Am-WAfr USA6/ 30 30 Del Rio Delta N0O8/17 Ho8/2 
Afr Glen Farrell NY6/30 8/13 Del Campo Deita N08/30 Ho9 
Del Oro Delta N06/29 

Patani Eld-Dem NY7/7 Ba7/10 

Del Santos Delta N07/11 BARRIOS 

Afr Sun Farrell NY6/20 6/12 Leon UF ruit 5/18 N06 
Loulea BI-Dia NY7/18 Maria Amma 

Tatra Am-WAfr USA7 15 Schulte Mam 5/23 

Afr Grove Farrell NY7/27 Jytte Skou UF ruit 5/22 
Kabala Eld-Dem NY7/29 Ba8/2 A steamer UFruit 6/24 N06 
Del Alba Delta N07/30 Flynderborg Mam 

Salaga Eld-Dem NY8/10 Ba8/14 Arctic Tern UFruit 

Fernfiord Am-WAfr USA8/15 Christiane UFruit 

Afr Glade Farrell NY8/15 Erich Schroder UFruit 

lrima BI-Dia  NY8/19 Leon UFruit 

Afr Dawn Farrell NY8/28 Jytte Skou UF ruit 

Afr Glen Farrell NY9/13 A steamer UFruit 

Arctic Tern UF ruit 

Christiane UFruit 

Erich Schroder UFruit 

Leon UF ruit 29 NO7/31 
Jytte Skou UF ruit 5/3 


NNNNNNNYUO OD 
oc 


nnn 


AMAPALA 


6/10 Texita UF ruit 
6/24 Texita UF ruit 


SNNNNNNYN ND DAHA HO 


ANGRA DOS REIS BUENAVENTURA 


6/11 Del Aires Delta N06/29 Ho7/4 6/12 Cd. de Pasto Granco a6/18 Ba6/19 NY6/21 
6/25 Del Mundo Delta N0O7/13 Ho7/18 6/14 Sygna Granco 24 SF6/27 Va7/8 
6/26 Porsanger Wes-Lar LA7/26 SF7/29 Po8/4 Se8/6 Va8/7 6/15 Cd. de Quito Granco 25 N06/28 


QoL£9 
759 





SAILS SHIP SAILS SHIP LINE DUE 


CORINTO 6/25 Leslie Lykes US Gulf8/1 
12 Afr Crescent Farrell Bo8/1l NY8/13 

S/S Hontwes Mam = Ho6/24 N06/28 15 Samarinda Nedlloyd NY8/18 LA9/6 SF9/9 Po9/13 Se9/17 Va9/22 
6/16 Mansgus Mam Afr Rainbow Farrell. + Bo8/31._ NY9/2 
7/7 El Salvador = Mam Lombok Nediloyd NY9/14 LA10/2 SF10/6 Pol0/10 Se10/15 Val0/20 
7/15 Costa Rica Mam Afr Planet Farrell Bo9/22 NY9/24 

Afr Moon Farrell Bol0/9 NY10/12 

Afr Star Farrell Boll/3 NY11/5 





CORTES 


10 ~Erich Schroder UFruit 
4 Leon UF ruit DJIBOUTI 
Jytte Skou UFruit 6/27 Friesland Nedlloyd NY7/20 LA8/7 SF8/10 Po8/14 Se8/18 Va8/22 


Maria Anna 7/26 Samarinda Nediloyd NY8/18 LA9/6 SF9/9 P09/13 Se9/17 Va9/22 
Schulte Mam 8/22 Lombok Nediloyd NY9/14 LA10/2 SF10/6 Pol0/10 Se10/15 Val0/20 
A steamer UFruit 

Fiynderborg Mam 

Arctic Tern UF ruit DOUALA 

Christiane UFruit 
Eric Schroder UFruit 
Leon UFruit 
Jytte Skou UFruit 
A sieamer UF ruit 
Arctic Tern UF ruit 
Christiane UF ruit 
Eric Schroder UF ruit 
Leon UF ruit 


Jytte Skou UF ruit SALVADOR 


Loulea BI-Dia  NY7/18 

Tatra Am-WAfr USA7/31 

Afr Glade Farrell NY8/15 

Salaga Eld-Dem NY8/10 Ba8/14 
Fernfiord Am-WAfr USA8/-15 
Irima Bl-Dia NY8/19 

Afr Glen Farrell NY9/13 


Ca i a i ee 
NNeE PORN 
OOO ~ 


NNNNNN NNO 


7 Cavalier de La 
3AL 
CRISTOBAL Salle French LA6/23 SF6/25 Va6/29 Se7/2 Po7/3 
18 Brattingsborg UFruit 30 6 Pacinotti Italian LA6/26 SF6/28 Va7/3 Se7/7 Po7/9 
21 Byfjord UF ruit 27 7/9 Wyoming French LA7/19 SF7/22 Va7/27 Se7/30 Po7/31 
7 Choluteca UFruit 15 


16 Brattingsborg UFruit N07 21 
GUATEMALA 
DAR es SALAAM 6/17 Cavalier de La 
Salle French LA6/23 SF6/25 Va6/29 Se7/2 Po7/3 


6/17 Friestand Nediloyd NY7/20 LA8/7 SF8/10 Po8/14 Se8/18 Va8/22 6/20 A. Pacinotti Italian LA6/26 SF6/28 Va7/3 Se7/7 Po7/9 
6/21 Afr Star Farrell Bo7/22 NY7/24 7/13 Wyoming French LA7/19 SF7/22 Va7/27 Se7/30 Po7/31 


TO NEW ORLEANS AND OTHER 
U. S. GULF PORTS...FROM 


SOUTH AMERICA 
A Partner. PARANAGUA, SANTOS 


RIO DE JANEIRO, VICTORIA 


of the Regular weekly sailings 
“Coffee Indystry ‘emer! 
since 1919 ee 


M\ f 
Vela” WYWe WEST AFRICA 
MISSISSIPPI SHIPPING COMPANY, INC. * NEW ORLEANS ANGOLA, BELGIAN CONGO, 
ee, rae CAMEROONS, IVORY COAST, 
, AND LIBERIA 


AGENTS: Direct | : 
RIO DE JANEIRO: DELTA LINE, INC. apn regu -” seprice 
Rua Visconde Inhauma 134 f 

SANTOS: DELTA LINE, INC. 

Praca da Republica 87 

ABIDJAN & DOUALA 

Union Maritime et Commerciale 

LUANDA & LOBITO 

Hull, Blyth (Angola), Ltd. 

MATADI 

Phs. Van Ommeren (Congo) S.C.R.L. 


i — 





NDUSTRIES and 





SAILS 


SHIP 


GUAYAQUIL 


6/12 


LA 


6/11 
6/12 
6/13 
6/15 
6/25 


1 


7 
7/12 


Cd. de Quito 


Granco 


LIBERTAD 


Honduras 
Managua 
Texita 
Byfjord 
Texita 
Costa Rica 


UNION 


Texita 
Honduras 
Managua 
Byfjord 
Texita 
Salvador 
Costa Rica 


LIMON 


6/16 
7/14 


Brattingsborg 
Brattingsborg 


LOBITO 


6/12 


Lubumbashi 


LUANDA 


MANU NDAAA 


aon 


Afr Sun 

Del Santos 
Lubumbashi 
Afr Grove 
Del Alba 
Afr Giade 
Afr Dawn 


Del Santos 
Afr Sun 
Lubumbashi 
Afr Grove 
Del Alba 
Afr Glade 
Afr Dawn 
Afr Glen 


MOMBASA 


CORMAN NNAAA 
1 ) 


ANAANAAAAAHRAAAH 


Afr Star 
Friesland 
Leslie 

Afr Crescent 
Samarinda 
Afr- Rainbow 
Lombok 

Afr Planet 
Afr Moon 
Afr Star 


Mormacteal 
Blue Master 
Sommaro 
Cap Frio 
Itajai 

Brasil! 

Del Norte 
Mormacdove 
Mormacmar 
Mormacswan 
Del Mundo 
Somerville 
Cap Domingo 


JNE oS? 


Mam 
Mam 
UF ruit 
UFruit 
UF ruit 
Mam 


UFruit 
Mam 
Mam 
UFruit 
UFruit 
Mam 
Mam 


UFruit 
UFruit 


Farrell 
Deita 

B-Afr 
Farrell 
Delta 

Farrell 
Farrell 


B- Afr 
Deita 

Farrell 
B-Afr 
Farrell 
Delta 

Farrell 
Farrell 
Farrell 


Farrel! 
Nedlloyd 
Lykes 
Farrell 
Nedlloyd 
Farrell 
Nedlloyd 
Farrell 
Farrell 
Farrel! 


Mormac 
Nopal 
Hot- Int 
Col 
Brodin 
Lloyd 
Delta 
Mormac 
Mormac 
Mormac 
Delta 
Nopal 
Col 


Hc6/25 N06/28 


Ho6/24 N06/28 
NY6/30 
Cr°6/16 
Cr*6/20 NO06/27 
Cr*6/30 
Ho7/24 NO7/28 


Cr*6/16 
Ho6/24 N06/28 
NY6/30 
Cr*6/20 N06/27 
Cr*6/30 
NY7/22 
Ho7/24 NO7/28 


N06/30 
N07/21 


NY7/16 
N07/11 
NY7/11 
NY7/27 
N07/30 
NY8/15 
NY8/28 


NY6/27 
NO7/11 
NY7/16 

NY7/11 
NY7/27 
N07/30 
NY8/15 
NY8/28 
NY9/13 


Bo7/22 NY7/24 

NY7/20 LA8/7 SF8/10 Po8/4 Se8/18 Va8/22 
US Gulf8/1 

Bo8/11 NY8/13 

NY8/18 LA9/6 SF9/9 P09/13 Se9/17 Va9/22 
Bo8/31 NY9/2 


NY9/14 LA10/2 SF10/6 Pol0/10 Sel0/15 Val0/20 


Bo9/22 NY9/24 
Bol0/9 NY10/12 
Boll/3 NY11/5 


Ba6/29 Pa7/1 NY7/2 Bo7/5 MI7/9 

N06/29 Ho7/2 

NY7/1 Bo7/3 HR7/5 Chsn7/8 Ba7/10 Pa7/11 
NY6/28 Bo7/2 Pa7/4 Ba7/6 

Ba7/2 NY7/3 Pa7/7 Bo7/9 MI7/13 

NY6/30 

NO7/1 Ho7/6 

NY7/3 Bo7/6 Pa7/8 Ba7/10 Nf7/11 

LA7/24 Va7/30 Se8/2 Po8/4 

Jx7/11 NY7/15 Bo7/18 Pa7/20 Ba7/22 Nf7/23 
N0O7/13 Ho7/18 

NO7/10 Ho7/13 

NY7/11 Bo7/15 Pa7/18 Ba7/19 





NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 
Fast Norwegian Motorships 


Coffee Service 


Brazil/U. S. Gulf 





General Agents 


Oivind Lorentzen, Inc. 
2! West Street, New York 6, N.Y. 
Whitehall 3-1572 


New Orleans—Bieh! & Co., Inc., Sanlin Bldg. 
Houston—Biehl & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 
Santos/Rio—Agencia de Vapores Grieg S/A 
Paranagua—tTransparana Ltde. 


Buenos Aires—International Freighting Corporation, Inc. 











CORMACK 


Ki 


MOORE-M¢ 


AMERICAN FLAG SHIPS 


Freight & Passenger Service 
REGULAR SAILINGS BETWEEN: 
East Coast United States and Canadian ports and 


TRINIDAD e BARBADOS e¢ BRASIL 
URUGUAY e ARGENTINA 
West Coast United States and Canadian ports and 
CANAL ZONE e¢ COLOMBIA 
VENEZUELA e TRINIDAD e BRASIL 
URUGUAY e ARGENTINA 
United States East Coast ports to 
Ports of South and East Africa and 
the Indian Ocean Islands 
Tel.: Digby 4-5000 


TWO BROADWAY NEW YORK 4, N. Y. 
Offices in Principal Cities of the World 














SAILS SHIP LINE DUE 





. y Canada Lloyd NY7,/10 
Regular Service 2 Porsanger Wes-Lar LA7/26 SF7/29 Po3/4 Se8/6 Va8/7 
Alp*erat Hol-Int NY7/12 Bo7/15 HR7/17 Chsn7/19 Ba7/22 Pa7/25 
Mormacow! Mormac Ba7/15 Pa7/17 NY7/18 Bo7/21 MI7/25 


From The Principal Brazilian Ports to: 
Nordglimt Nopal NO7/16 Ho7/19 
Del Sud Delta. NO7/15 Ho7/20 


NEW YORK NEW ORLEANS 
Cuba Lioyd NY7/20 


3 Mormacland Mormac LA8/4 SF8/7 Va8/13 Se8/16 Po8/19 
Oo Mormacstar Mormac Jx7/23 NY7/27 Bo7/30 Pa8/1 Ba8/2 Nf8/3 
4 Del So Delta N0O7/26 Ho7/31 


Honduras Lloyd NO7/27 Ho7/31 


Mormacmail Mormac NY7/26 Bo7/29 Pa7/31 Ba8/1 
7 Trader Nopal NO7/28 Ho7/31 
7/12 Nicaragua Lloyd NY7/30 


7 Del Viento Delta N08/3 Ho8/8 
(Partrimonio Nacional) § Mormacrey Mormac LA8/18 $F8/21 Va& ‘27 Se8/31 Po09/2 
Del Mar Delta NO8 
‘ 7 Mexico Lloyd NY8 
Owned and operated exclusively by the , Del Ric Delta. NOB 
Brazilian Government, LLOYD BRASIL- 3/3 Del Norte Delta NO8 
EIRO includes the American Line in its 3/8 — Del Campo Delta 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of RIO de JANEIRO 
the world. The American Line maintains 

na | ener ts i sacipal Brazilian 11 Guatemala Lloyd N06/27 

re gu ar service Ras the princif a a é 1 Del Aires Delta N06/29 
coffee ports to New York and New Or- } Mormacteal Mormac Ba6/29 Pa7/1 NY7/2 Bo7/5 MI7/9 
leans, with facilities (as cargo offers) at 6/14 Cap Frio Col NY6/28 Bo7/2 Pa7/4 Ba7/6 
Philadelphia, Baltimore, Norfolk, Jackson- Blue Master = Nopal = N06/29 Ho7/2 

. * Brasil Lioyd NY6, 30 
ville and Houston. 5 Somm<ro Hol-Int | NY7/1 Bo7/3 HR7/5 Chsn7/8 Ba7/10 Pa7/11 
Itajai Brodin Ba7/2 NY7/3 Pa7/7 Bo7/9 MI7/19 
7 Mormacmer Mromac LA7/21 SF7/24 Va7/30 Se8/2 Pos 4 
Bringing North and South America nearer each other LLOYD Del Norte Delta NO7/1 Ho7/6 
BRASILEIRO makes the Good Neighbor a Close Neighbor Canada Lloyd NY7/10 
Cap Domingo Col NY7/11 Bo7/15 Pa7/18 Ba7/19 
5°25 Somerville Nopal N0O7/10 Ho7/13 
NEW YORK NEW ORLEANS 5 Del Mundo Delta N0O7/13 Ho7/18 
6 Mormacswan Mormac Jx7/11 NY7/15 Bo7/18 Pa7/20 Ba7/22 Nf7/23 

17 Battery Place Queen & Crescent Bldg. ) Argentina Mormac NY7/7 

Alpherat Hol-Int) NY7/12 Bo7/15 HR7/17 Chsn7/19 Ba7/22 Pa7/25 
Porsanger Wes-Lar LA7/26 SF7/29 Po8/4 Se8/6 Va8/7 

Mormacland Mormac LA8/4 SF8/7 Va8/13 Se8/16 Po8/19 
Del Sud Delta NO7/15 Ho7/20 
Nordglimt Nopal NO7,16 Ho7/19 
Cuba Lioyd NY7/20 
Mormacstar Mcrmac Jx7/23 NY7/27 Bo7/30 Pa8/1 Ba8/2 Nf8/3 


A 0 Brasil Mormac NY7/21 
“a Del So Delta N0O7/26 Ho7/31 
hy tl WH? Mes Honduras Lloyd NO7/27 Ho7/31 

Ps 4 7/15 Nicaragua Lloyd NY7/30 


- Trader Nopal N0O7/28 Ho7/31 
C 5 Mormacrey Mormac LAS 18 SF8/21 Va8/27 Se8 31 Po09/2 

Del Viento Delta N08/3 Ho8/8 
Del Mar Delta NO8/5 Ho08/10 
Mexicc Lloyd NY8 10 
Del Rio Deita NO8/17 Ho8/z 
Del Norte Delta N08 19 Ho8& 
Del Campo Delta N08/30 Ho9 


NNN NH PO 

















REGULAR, FAST EFFICIENT SERVICE SAN JUAN del SUR 


6/16 Honduras Mam 
6/17 Managua Mam 
7/8 E! Salvador Mam 
7/16 Costa Rica Mam 


SANTOS 


Guatemala Licyd N0O6/27 Ho7/1 
De! Aires Delta N06/29 Ho7/4 
from Blue Master © Nopal © N0Q6/29 Ho7/2 
Mormacteal Mormac Ba6/29 Pa7/1 NY7/2 Bo7/5 MI7/9 


BUENOS AIRES, MONTEVIDEO 3 CapFrio —Col_:«OsNY6/28 Bo7/2 Pa7/4 Ba7/6 


6/13 & Hol-Int NY7/1 Bo7/3 HR7/5 Chsn7/8 Ba7/10 Pa7 11 
PARANAGUA, SANTOS, RIO DE JANEIRO — << 2 fee tor 
5 Itajai Brodin Ba7/2 NY7/3 Pa7/7 Bo7/9 MI7/19 
Deita NO7/1 Ho7/6 


( Del! Norte 
A b . G, Mormacdove  Mormac NY7/3 Bo7/6 Pa7/8 Ba7/10 Nf7/11 
) / / / 4 
? hy MAA DUS 4 222, C 70. Somerville Nopal N0O7/10 Ho7/13 
6 Mormacmar Mormac LA7/21 SF7/24 Va7/30 Se8/2 Po8/4 


De! Mundo Delta NO7/13 Ho7/18 


26 Broadway, New York 4, N. Y. 24 Canada Lioyd —-NY7/10 
NY7/11 Bo7/15 Pa7/18 Ba7/19 


WH 4.0825 5 25 Cap Domingo Col 
25 Mormacswan Mormac Jx7/11 NY7/15 Bo7/18 Pa7/20 Ba7/22 Nf7/23 











& TEA INDUSTRIES and The Flavor Field 





SAILS SHIP LINE DUE 


NY7/7 

NY7/12 Bo7/15 HR7/17 Chsin7/19 Ba7/22 Pa7/25 
LA7/26 SF7/29 Po8/4 Se8/6 Va8/7 
Ba7/15 Pa7/17 NY7/18 Bo7/21 MI7/25 
NO7/15 Ho7/20 

NO7/16 Ho7/19 

NY7/20 

NY7/22 Ba7/26 Ba7/28 Bo8/1 MI8/7 
LA8/4 SF8/7 Va8/13 Se8/16 P08/19 
Jx7/23 NY7/27 Bo7/30 Pa8/1 Ba8/2 Nf8/3 
NO7/26 Ho7/31 

NY7/21 

NO7/27 Ho7/31 

NY7/26 Bo7/29 Pa7/31 Ba8/1 

NO7/28 Ho7/31 

NY7/30 

N08/3 Ho08/8 

NO8/5 Ho08/10 

LA8/18 SF8/21 Va8/27 Se8/31 Po9/2 
NY8/10 

NO8/17 Ho8/22 

N08/19 Ho8/24 

N08/30 Ho09/5 


Mormac 
Hol- Int 
Wes - Lar 
Mormac 
Delta 


Argentina 
Alpherat 
Porsanger 
Mormacowl 
Del Sud 
Nordglimt Nopal 
Cuba Lloyd 
Burg SparrenbergCol 
Mormacland Mormac 
Mormacstar Mormac 
Del Sol Delta 
Brasil Mormac 
Honduras Lloyd 
Mormacmail Mormac 
Nopal 
Lloyd 
Delta 
Delta 
Mormac 
Lloyd 
Delta 
Delta 
Delta 


Trader 
Nicaragua 
Del Viento 
Del Mar 
Mormacrey 
Mexico 
Del Rio 
Del Norte 
Del Campo 


RANNNNNNNIN NNN NNN YY DDH ATA 
Nm rH 


TANGA 


6/18 Friestand 
7/16 Samarinda 
8/12 Lombok 


NY7/20 LA8/7 SF8/10 P08/14 Se8/18 Va8/22 

NY8/18 LA9/6 SF9/9 Po9/13 Se9/17 Va9/22 

NY9/14 LA10/2  SF10/6 Pol10/10 Sel0/15 
Val0/20 


Nedlloyd 
Nedlloyd 
Nedlloyd 


VICTORIA 


N06/27 Ho7/1 
N06/29 Ho7/4 
N0O7/13 Ho7/18 
NO7/27 Ho7/31 
NO7/26 Ho7/31 
N08/3 Ho08/8 

NO08/17 Ho8/22 
N08/30 Ho09/5 


Guatemala 
Del Aires 
Del Mundo 
Honduras 
Del Sol 
Del Viento 
Del Rio 
Del Campo 


NNNADHA DH 


non 


TEA BERTHS 
CALCUTTA 
Am-Exp Bo7/16 NY7/18 Pa7/23 Ba7/25 Sa7/31 Chsn8/1 
Scindia NY7/10 


Isthmiaan NY7/27 NO8/6 
Am-Exp Bo7/29 NY7/31 


Excelsior 
Jaladhruv 
Steel Surveyor 
Exchequer HR8/10 Sa8/14 


Chsn8/14 


Pa8/5 Ba8/7 
Isthmian NO8/15 

Hellenic NY8/14 

Hellenic NO8/17 

Isthmian NY8/28 NO9/6 


Steel Vendor 
Glory 

Raynaas 

Stee! Recorder 


Hellenic NY7/14 
Isthmian Bo7/12 NY7/13 
Am-Exp Bo7/16 NY7/18 Pa7/23 Ba7/25 Sa7/31 Chsn8/1 
Isthmian Bo7/26 NY7/27 
Isthmian NY7/27 NO8/6 
Am-Exp Bo7/29 NY7/31 


Stockholt 
Steel Flyer 
Excelsior 

Steel Architect 
Steel Surveyor 
Exchequer 


NNNAHA AH 


HR8/10 Sa8/13 
Chsr8/14 


Pa8/5 Ba8/7 
NY8/5 MI8/20 

Bo8/9 NY8/10 

NY8/14 

Ha8/13 NY8/16 MI9/3 

Bo8/25 NY8/26 

NY8/28 N09/6 

NY9/9 MI9/20 


Luna Maersk 
Steel Werker Isthmian 
Glory Hellenic 
Leda Maersk 
Steel Chemist Isthmian 
Steel Recorder Isthmian 
Laust Maersk 


NNN NS 


Oo 


COLOMBO 


Curard $a7/13 NO7/18 Ho7/21 Ga7/23 

Isthmian NO7/15 

Cunard Bo7/15 NY7/17 Pa7/20 Nf7/22 Ba7/25 

Bo7/12 NY7/13 

Bo7/16 NY7/18 Pa7/23 Ba7/25 Sa7/31 Chsn8/1 
LA8/2 SF8/8 Po8/14 Se8/17 Va8/21 


Mastrah 
Steel Age 
Maipur 
Steel Flyer 
Excelsior 
Raki/ Rotti 


Isthmian 
Am- Exp 
JavPac 


FAST DEPENDABLE DELIVERY 


... of your mild coffees 
to United States markets... rely on 


UNITED FRUIT 
COMPANY 


Ctoomship Cowicw 
Regular Sailings between 
GUATEMALA NICARAGUA 


EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 


and 
NEW YORK - NEW ORLEANS - HOUSTON 


S @6 @& ce 


NEW YORK: 

Pier 3, North River 
NEW ORLEANS: 
321 St. Charles St. 


CARIBBEAN LINE 


“GO WELL 
ygole) a, / tae 


WEEKLY DIRECT SERVICE to NEW YORK from — 


Puerto Matias De Galves (Sto. Tomas) e Puerto Barrios Puerto Cortez 
El Salvador (via Puerto Barrios) © Belize 


AMERICAN HEMISPHERE MARINE AGENCIES, INC. 


General Agents 


New York 4, N.Y. Tel: WHitehall 3-9020 
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for making changes, for checking beverage uniformity 


DJIBOUTI from time to time, and for sales demonstrations. 
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For the purpose of relating hydrometer readings to 
beverage quality, the values corrected to 140° F. that rep- 
resent the limits of acceptability lie between 4.7 and 5.4. 
It must be recognized, however, that a reading within this 
range means nothing unless the formula by which the 
beverage was prepared is also known. Any measurement of 
beverage solids, either by drying samples (as described 
previously) or by the hydrometer, should be referred to the 
Coffee Brewing Control Chart (Figure 3) before an attempt 
to evaluate methods of preparation, performance of equip- 
ment, grind time of contact, temperature or any other 
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factor is made. 

For those who have never used a hydrometer and for 
those who have, but would like to know exactly how it is 
used in The Coffee Brewing Institute, the following spe- 
cific directions are provided. 
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Maersk Directions for Measuring Soluble Solids 


with a Hydrometer 
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The equipment needed for the measurement: 
Coffee hydrometer (R and B, R-186-280) 
Glass cylinder (R and B, R-101-048) 
Thermometer reading to 212° F. 
. Several clean absorbent towels 
The hydrometer, cylinder and thermometer can be pur- 
from Rascher and Betzold, 730 North Franklin 
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Handle these pieces of equipment with extreme care to 


prevent breakage. 
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new markets for coffee vending 
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Dr. Lockhart was assisted in his explanations by Warron 
Schmidt, midwest field representative for The Coffee 
Brewing Institute. 

Among the groups attending were several architects and 
contractors whose interests center on industrial plants and 
offices. The increasing use of automatic feeding by 
business concerns makes advance planning for special 
food-vending rooms necessary in their building plans. 

"Some of our modern plant offices have had special 
coffee-vending rooms built into them for supplying on- 
the-job coffee service,’ Mr. Giumette explained. “But 
when it came time to install the vending machines, it was 
discovered that no room or facilities for cleaning had 
been provided. Architects and contractors now are taking 
steps to remedy those oversights.” 

The visitor from Holland was M. Veenstra, of N. V. 
Douwe Egberts, which controls large coffee interests in 
The Netherlands. He was very impressed with the display 
of American equipment and said that he was investigating 
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the possibility of using it in his own country. 

Mr. Giumette said that conversations with people at 
the show indicated that they all realize the growing im- 
portance of automatic vending of fresh-brewed coffee, 
made from real, fresh-ground coffee. 

“It was brought out in discussion that in places where 
automatic food vending has been mushrooming, the 
coffee machines have become the heart of the operation,” 
Mr. Guimette said. “It is from the coffee-vending ma- 
chines that the vender obtains his profits. 

“Also, in the big industrial plants and large offices, 
coffee-vending machines have been proving themselves 
as real time savers. Time saved is money saved for em- 
ployers.”’ 

Machines were exhibited by Apco, Inc.; Bally Vending 
Corp.; Bert Mills Corp.; Coffee-Mat Corp.; Continental 
Vending Machine Corp.; HavaJava Corp.; Interstate Vend- 
ing Corp.; IVI Products Corp.; Jim-Jak Industries, Inc.; 
John E. Mitchell Co.; Northwest Automatic Products; 
Perk-Ette; Rowe Manufacturing Co., Inv.; Rudd-Melikian 
and Vendo Corp. 

King Coffee officials said that plans already were being 
made for the 1960 exhibition. 
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the coffee hydrometer 
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ihey must also be kept clean. Fill the cylinder to the 


engraved line above the diamond with warm water con- 


taining a small amount of detergent. Suspend the hydrometer 
in the solution. Force the hydrometer down into the solu- 
tion by pushing gently on the top of the hydrometer stem 
Remove finger and let hydrometer rise. Do 
Holding the hydrometer only at the very 


Rinse it thoroughly under 


with a finger 
this several times 
top, remove it from the solut-on 
warm but not hot running water. Dry with a clean absorbent 
towel. Do not touch the body of the hydrometer or any part 
of the stem except the top. Lay it down gently on the clean 
towel 

Pour the detergent solution from the cylinder. Rinse it out 
thoroughly with warm water 

The thermometer stem should be washed and rinsed also 


Now 


Fill the hydrometer cylinder with hot coftee and then 


make sure the coffee to be tested 1s well mixed 


This removes any traces of non-cotfee material 
Hold the cylinder with 


pour it out 
that might affect the measurement 
a towel to keep from being burned 

Fill the cylinder with coffee to the engraved mark. In 
Allow the coffee to cool to below 
Cooling may be speeded up by running cold water 
If this is done, keep the thermometer in 
the coffee to avoid cooling the beverage too much 


When a 160 


been reached, pick up the hydrometer by the top of the stem 


sert the thermometer 
160 | 
over the cylinder 
temperature between and 155° F. has 
and lower it slowly into the coffee 

Check the cylinder to make sure it is standing on a level 
surface and that the hydrometer is floating without touching 
the wall of the cylinder 

Check the body and submerged portion of the stem to 
see whether any small bubbles are adhering to them. If any 
are seen, the hydrometer must be removed and wiped with 


a clean towel, and lowered again gently into the coffee 


As the 


thermometer inside the hydrometer 


now be read from. the 
falls, it 


the same in all parts of the cylinder 


temperature—which can 
will not be 
exactly To make it 
uniform throughout the sample, hold the hydrometer at the 
top and raise and lower it several times gently to mix the 


cottee 
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Before a reading on the stem is taken, the hydrometer 
should be in the coffee at least two minutes, the coffee 
well mixed, the hydrometer not bobbing up and down but 
at rest, and the temperature near 140° F. 

Reading the stem is not difficult, but it must be done 
w.th care. 

Notice that the liquid is drawn up slightly around the 
stem. Read the stem where the liquid meets it, not at the 
level of the liquid away from the stem (Figure 1). Note 
also that the stem is divided into seven major divisions and 
that each of divided five smaller parts. 
Each major division is one hydrometer unit; each small one 
is 0.2 of a unit. A reading can be made in tenths of a unit 
by observing whether the liquid meets the stem exactly on a 


these 1s into 


line or half-way between two lines. 
Immediately after reading the stem, read the thermometer. 
Record both readings. (First reading. ) 

Mix the coffee again as above, allow the hydrometer to 
come to rest, away Wait 
two minutes. Take another stem and temperature reading. 

Record both readings. (Second reading.) 
Remove hydrometer, rinse it off, dry it and lay it on 


from the walls of the cylinder. 


the towel. 

If other samples of coffee are to be tested pour out the 
one already in the cylinder, rinse it out with the next 
sample. Proceed as above. 

Hydrometer readings can be made at any temperature 
between 130 150° F. 
should be made at or near 140° F. 

If the readings were made at temperatures other than 140 , 
they 140° F. To do this, refer to 
the temperature correction table (Table 2). 
hydrometer 3.9; 


and For the best results, readings 


have to be corrected to 


For example: First reading 
ture 143 

Referring to the table across from 143, we see that a 
correction of 0.88 must be added. 


tempera- 


The corrected reading is 3.9 0.88 £78. 
Second reading—hydrometer 5.3; temperature 138 

Referring to the table across from 138, we see that a 
correction of 0.55 must be subtracted 

The corrected reading is 5.3 — 0.55 iTS: 

These hydrometer readings should be rounded off to the 
nearest tenth of a unit, in this case to 4.8. 

The soluble solids value corresponding to 4.8 can be 
found in Table 1, 
soluble solids or on the chart (Figure 2) 


converting hydrometer units to percent 
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Getting ready for the Tea Center 


Later this year, a new symbol of tea industry maturity 
will come into being. The Tea Center will be formally 
opened. 

Right now, a modern building in midtown New York 
City is being revamped for its new function as a home for 


tea. It is expected to be ready some time this fall 


Primarily the Tea Center will be “a new, major tool for 
the promotion of tea in the United States; a new institution 
for increasing the importance of tea in the minds of 
people.” 

But it will also be 


unique relationship, a 


more. It will be a monument to a 


great source of strength for tea 


in this country. 
That 


rangement of the U. 


relationship is the ‘‘partnership marketing”  ar- 
S. tea trade and producing countries 

India, Ceylon and Indonesia. 

The partnership, embodied in the Tea Council, ts not onc 
to be taken for granted. It is something to be cherished, 
as the key to resources for expanding the market for tea 
in this country. 

These resources are not just money. They are, even more, 
in the unity of effort which the “partnership marketing 
represents. 

The tea industry is unique in this relationship, and in 
the extent to which it has been developed. Few industries 
have anything like it. Many industries envy it 

So that when the Tea Center opens, it will be a symbol 
of international cooperation for tea in this country, 

That symbol will have highly practical applications. The 
Tea Center will become the focal point for many of the 
public relations efforts for tea we have seen in the past. 
Even more, it will inspire and make feasible new activities 
for tea not possible before 

Clearly, every company with an interest in tea—directly 
or as a supplier of allied products or services stands to 
benefit 

Every company also has an opportunity, now, to partict- 
pate directly in the creation of the Tea Center. 

The 1959 budget of the Tea Council can handle the 
remodeling of the building, but it cannot cope with the 
cost of furnishing the first three floors. 


These are the floors to be devoted to the basic functions 


JNE 


of informing and educating the public on tea, receiving 


distinguished visitors, etc. The top two floors will con- 
tain the general offices of the Tea Council and the Tea 
Association. 

Estimates for decorating the first three floors range from 
$75,000 to $100,000, depending on the quality and dis- 
tinction of the furnishings. 

To plug this gap, a “Fund for Furnishings” campaign 
has been launched by the trade's Tea Center Committee 

In a sense, the campaign lets you become part of tea 
The 


begin a new era in tea awareness and promotion. Through 


industry history opening of the Tea Center will 


the campaign, you can become a very real part of that 


achievement 


Better selling tools 


Elsewhere in this issue is the special section on cottec 
and tea premiums in 1959 
INDUSTRIES’ 
fields It 


Buying 


It includes the report on COFFEE & TEA 


tenth annual survey of these 


1959 Cottee 


premium use In 


also includes the and Tea Premium 
Guide and the 1959 Index to Premium Suppliers 

All this is a wealth of material, representing a great 
deal of effort 

Why xo to all this trouble? 

For a simple reason. Premium merchandising is one 
of the major promotion tools of coffee and tea companies 
in this country 

The material in this issue helps these companies to apply 
this selling tool more effectively 

It's as simple as that 

The special section has been planned to help the cottee 
or tea company using premiums to do at least two things 

It brings you up to date on trends Through the national 
survey, it reveals developments in coffee and tea premium 
merchandising which you will want to take into account 

It helps you plan more effective premium promotions, 
More 


specifically, the section makes available to you a compre 


more easily. Knowledge of the trends is part of this 


hensive list of premiums, by type of item, and tells you 


where to get them. 
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this industry’s unique set-up on merchandising aids 


unlocks field experience to shape practical programs 


By J. W. COLPITTS 


There's a lot more to tea's industry level point-of-purchase 
material than meets the eye. What DOES meet the eye 
is colorful and effective. But it is also carefully designed to 
do a specific selling job for tea, and to win placement in 
the food stores and restaurants where it must be visible if 
Here, from Mr. Colpitt’s report to 
the Midyear Meeting, is how the Tea Association's Mer- 
chandising Committee helps in the shaping of these selling 
aids 


it is to have any value. 


It has been common knowledge in the grocery field 
for many years that a large part of point-of-purchase ma- 
terial is wasted because it is not suitable and well planned. 
If you were to prepare point-of-purchase materials for 
your brand of tea, and wanted to avoid costly mistakes, 
you'd do well to discuss the 
problem with sales 
organization and see what 
they thought about it. 


There really is no substi- 


your 


tute for the experience of 
your own men in the field. 
pretty 
works 


They have a good 


idea of what and 
what doesn’t. 

It isn’t often, when you 

work on an industry cam- 
paign, that this same prin- 
ciple is _— strictly applied. 
However, it most definitely is the basis for the tea in- 
dustry’s point-of-sale advertising programs—and the Tea 
Association's Merchandising Committee is the key used 
to unlock this field experience. 

Very briefly, here’s how a Tea Council-sponsored mer- 
chandising campaign is developed: 

First, the Council staff makes an analysis of possible 
display pieces and has rough layouts prepared showing 
the ideas on size and design. 

Secondly, the Merchandising Committee meets with the 
staff and reviews all the suggestions. Here’s where diver- 
sified experience comes into play. Sitting on the Mer- 
chandising Committee are representatives of large and 
small packers, packers interested more in the grocery 
field. and others concerned with the institutional side. 
Also, for many years we have been fortunate in having at 
least one member speaking for a grocery chain. 


UNE 1959 


As an outcome of this meeting, any one of a number of 
things might happen: 

1. The Merchandising Committee could agree on the 
basic program as submitted, or 

2. It might agree with the general ideas subject to 
field testing, or . . 

3. It might agree with part of the program, offering 
suggestions for revisions of the rest, or 

1. It might turn down completely the material sub- 
mitted, with suggestions of new approaches to explore, 
depending on the position or the disposition of the com- 
mittee members. 

Regardless of the outcome, what is vital to the Council 
program is the fact that the men who have to integrate 
the into their 
passed on it 7” advance. They have had a chance to bring 
personal and company experience to bear on what the 
material should be. They have participated in the de- 
velopment and now have a self-interest in seeing that the 


Council material own campaigns have 


display pieces actually get used by their salesmen. Enthu- 
siasm is the fuel that stokes the fire of success. 

If I have spent a few minutes developing this theme, 
it is for the very good reason that such a close working 
relationship betwen an industry group and_ individual 
companies is so unusual that it is almost unique. 

Most importantly, the end product of this relationship, 
for each hot and iced tea campaign, in both the grocery 
and restaurant fields, is display material that gets out and 
up—it results in display material that gets used. 

As a final thought, the Council's policy on distribution 
A tew 
years ago your Merchandising Committee was requested 
the distribution 


of merchandising material is an important matter 


by the Council directors to formulate 
policy on Council material. 

After quite a lot of discussion it was agreed that grocery 
material would be available in three areas: 

1. To packers who contribute to the Tea Council, 
who can order their material on a quota basis of so much 
of each piece per salesman, with or without brand imprint, 

2. ¥o order the from 
contributing packer salesmen. This 
have a brand imprint, and for all practical purposes 1s 
designed so that an imprint is not possible, 

3. And after contributing packer salesmen have been 


in the field six weeks, the Council makes a series of direct 


grocery chcins who material 


material does not 


(Continued on page 80) 
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BRISK FLAVOR! First, drinking Lipton tea EXCLUSIVE “FLO-THRU” TEA BAG! 
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happening in world tea? 





By GERVAS HUXLEY, Vice Chairman 


International Tea Market Expansion Board 


a summary of trends in production and markets 


the tea producing countries for the 
world What are the 
key developments in apply, the trends in demand? Here 
are highlights from a recent report, mainly from the view- 


of Ceylon. 


Cc ompetition among 


markets of the ty becoming keener. 


posit 
PONE 


Ceylon’s exports have increased, both in total and in 
percentage, more than the exports from any other country. 
( eylon’s increase alone is over three times that of Africa, the 
Ceylon increase being more than double Africa’s total present 
production. These figures, satisfactory though they are, 
should not be allowed to give rise to complacency. 

Greatly as world consumption has expanded, the danger 
of a surplus of tea arising from further expansion in pro- 
duction is an ever-present possibility. Nor in a number of 
good tea markets, though total consumption has increased, 
has per head consumption risen or even been maintained. 

World demand for tea constitutes the basic element for 
the prosperity of all tea producers. In the face of expanding 
world production of tea, it is vital for all producers, in- 
cluding those of Ceylon, that world consumption should be 
maintained and expanded. This must always be Ceylon’s 
major consideration. 

But whereas other producers are wholly dependent for 
their prosperity on world consumption as such, Ceylon pro- 
ducers are in a special position, in that their prosperity 
can also be made to depend, in part at least, on the world 
demand for quality tea from Ceylon. By ensuring such de- 
mand, Ceylon producers can, to a certain degree, protect 
themselves against the full impact of competition in respect 
to quantity only. 

In regard to future competition in quantity from other 
producing areas the position ts as follows: 

It will be seen that, next to Ceylon, India’s increase in 
exports is the highest recorded during the last 20 years. 

It is understood that under her current six year plan, she 
proposes to expand her production and export an additional 
It is clear from many 
that she is 


60,000,000 to 70,000,000 Ibs. of tea. 


official and unofficial statements from India 
disturbed at the growth of Ceylon’s tea exports, and that 
she is already examining some markets in which Ceylon teas 
have hitherto predominated, with a view to embarking on 
efforts to secure a larger share. Already India has replaced 
Ceylon as the main supplier of tea to Egypt. It should also 


be noted that India ts in a special position, in that she could 


partly insulate herself against a world surplus by expanding 
her potentially vast home market. 

It is understood that Pakistan is planning to expand her 
tea production to 80,000,000 Ibs. by 1964. It should, how 
ever, be possible to absorb much of this increase production, 
if it materializes, in the local market 

Indonesian tea exports have not recovered their prewar 
magnitude. In the last seven years, they have remained 
fairly constant, and under present circumstances, there does 
not seem much likelihood of their showing any substantial 
increase for some time 

Although, as the figures show, African tea exports are 
not yet offering large-scale competition to Ceylon, this should 
not discount the seriousness of future African competition 
Substantially increased production in Africa is already under 
way, and it is widely felt among Western capitalists that 
Africa offers the best opportunities for future capital in- 
vestment in tea production, because of lower costs and a 
greater measure of political security for capital than in any 
other producing countries. As an example, it has been re- 
ported that Mauritius is to embark on a five year plan in 
volving a capital expenditure of £15,750,000 for expanding 
the production of high-quality teas. 

Moreover, with the increased use of fertilizers and greater 
experience in production methods, African teas are steadily 
improving in quality, and are already in some cases compet 
ing strongly with cheaper Ceylons. 

Recent reports suggest that the Chinese government is 
working for a considerably expanding tea industry of which 
50% is to be black tea. If such reports prove to be correct 
but there is as yet no evidence of this—considerably more 
China tea would be reaching world markets before long 
Exports from China have, in fact, been rising for some 
time past—for instance, from an immediate postwar figure 
of 15,000,000 Ibs. to over 60,000,000 Ibs 

Formosa and Japan, although their tea exports have not 
expanded to the same extent, have made qu.te substantial 
inroads into certain markets. Moveover, the existence of 
substantial quantities of China tea seeking an export market 
renders possible inter-governmental deals which may be 
made irrespective of quality or consumer preferences, price 
being the sole arbiter 

A number of new countries have recently become tea ex 
porters, such as Iran, Argentine, Turkey and Brazil, to name 
only a few. The quantity of such exports is very small, 


(Continued on page 79) 
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Architect's sketch of the new Tea Center, to open this fall. 


U. S. trade in campaign 
for “funds for furnishings” 
for industry’s new Tea Center 


The Tea Council, in cooperation with the Tea Associ- 
ation, has launched a ‘Fund For Furnishings” campaign in 
the United States trade for the new Tea Center, which ts 
expected to open in New York City this fall. 

The money-raising program is directed exclusively to 
the trade in this country and funds will be used for fur- 
nishings of the first three floors only. Estimates of what it 
will take to decorate these floors in appropriate fashion 
range from $75,000 to $100,000, depending on the quality 
and distinction of the furnishings. The services of an in- 
terior designer have been provided at no charge. 

The first two floors of the Tea Center will be designed 
to perform all the basic functions in informing, educating 
and extending hospitality to the general public. They will 
house the main reception area, an auditorium, a tea salon 
and exhibit room, and a tea tasters’ demonstration section. 

The third floor of the Center will feature a distinguished 
visitors reception-exhibit area, as well as an enlarged con- 
ference room and the office of the Tea Center director. 

The top two floors will contain the general offices of the 
Tea Council and the Tea These will 
be furnished with the office equipment now being used in 


Association. floors 
present quarters of these organizations. 

The Center, according to Robert Smallwood, board chair- 
man of the Council, “represents the largest single stride 
forward by the industry since the inception of the Tea Coun- 
cil. In broad terms, “It will be a new, major tool for the 
promotion of tea in the United States; a new institution for 
increasing the importance of tea in the minds of people.” 

The Council has taken a 12-year lease, with two five-year 
renewal options on the building. The major share of the 


76 CORFEE sa THEA 


cost of operation and management will be assumed by the 
Council, while the Tea Association will pay its fair share 
for the space it uses. 

However, while the 1959 Council budget can meet the 
cost necessary to relocate and remodel the building, it can- 
not cope with the cost of furnishing the first three floors. 
Therefore, it is expected that the ‘Fund For Furnishings” 
campaign will draw the whole-hearted, generous support of 
the U.S. tea trade. 

In lasting recognition of those firms which contribute, 
two plaques will be prepared and prominently displayed in 
the Tea Center. One plaque will contain the names of 
‘Sponsor’ subscribers—those firms which contribute $500 
or more; the other plaque will be for ‘Associate Sponsors” 

those which give $100 or more. 

Those wishing to contribute should make checks payable 
to The Tea Center Fund, c/o The Chase Manhattan Bank, 
60 East 42nd Street, New York 17, N. Y. 

C. W. Felton, Henry P. Thomson, Inc., is chairman of 
the Tea Center Committee. H. E. Gould, Aldine Paper 
Co., is chairman of the allied trades division of the fund- 
raising campaign, while H, M. Tibbetts, Salada-Shirriff- 
Horsey, Inc., represents the packers, and R. D. Thomson, 
Henry P. Thomson, Inc., represents the importers. 


Tea Pack Co. buys out R. P. Thomas Co., 


offers expanded tea bag packing for trade 

The Tea Pack Co., Inc., New York City, packers of tea 
bays for the trade, has purchased the business of R. P. 
Thomas Co., Inc., Carle Place, Long Island, N. Y., also a 
private label tea bag packing operation. 

The Long Island business will be continued as a division 
of the Tea Pack Co., it was 
announced by Max Margolies, 
president of the expanded or- 
ganization. 

The division will continue 
under the same policies fol- 
lowed by the R. P. Thomas 
Co. in the past. 

Gerald Dunphy, sales rep- 
resentative for the R. P. 
Thomas Co., is remaining in 
that capacity in the new set- 
up. 

R. P. Thomas is retiring 
from active business, but will be available as a consultant 
in the operation of the division. 

“With the expanded facilities offered by the two plants, 
the combined operation will permit even more efficient 
tea bagging service than in the past,” Mr. Margolies de- 
clared. The Tea Pack Co. and the new R. P. Thomas di- 
vision offer private label packing of all types of tea bags, 
with tea furnished by the client. The tea bags are packaged 
in cartons supplied either by the Tea Pack Co. or the cus- 
tomer. 

Both the Tea Pack Co. and 
founded in 1946. 

Mr. Margolies started in the coffee and tea industries 
at the age of 16, and his entire business career has been in 


the R. P. Thomas Co. were 


these fields. 
He was joined in the Tea Pack Co. in January by his son, 
Joel, after the young man finished his term in the Army. 
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Tea industry holds third 
annual joint directors 
meeting at Hershey, Pa. 


The third annual joint directors meeting of the United 
States tea industry was held last month at the Hershey 
Hotel, Hershey, Pa. 

On hand for the weekend meeting were more than 50 
people—members of the Senior Board of Directors of the 
Tea Association, the Junior Board, the Tea Council Board 
and their wives. 

Once again, the weekend meeting was considered to be 
highly successful in its double objective—delving into 
vital tea problems in an informal atmosphere, and help- 
ing tea leaders to know one another better. 

The consensus of opinion was that the Saturday morn- 
ing business session was a constructive and worthwhile 
discussion. 

A meeting was also held by the Tea Center Committee, 
to carry forward plans for completing the revamping of 
the new home for the United States tea industry. 

Social events at the weekend meeting began with a 
reception tendered by Robert B. Smallwood, chairman 
of the Tea Council. 

At dinner that evening, Mr. Smallwood introduced S. 
G. Ramachandran, first secretary (commercial) of the 
Embassy of India, Washington, D. C.; Annesley de Silva, 
counselor of the Embassy of Ceylon, Washington, D. C.; 
and Mr. Kweedjiehoo, consul general of Indonesia in 
New York City. All the Tea 
Council, representing their producing countries, 


three are directors of 


The next evening, P. C. Irwin, Jr., president of the 
Tea Association, was host at a reception and at the dinner 
which followed. 

It was a presidents’ night. Mr. Irwin called on four 
former presidents of the association—Robert B. Small- 
wood, Ed Parker, Sam Winokur and George Mitchell. 

Saturday afternoon and Sunday morning, many of the 
people at the meeting tried their skilJ on the nine-hole 
golf course at the Hershey Hotel. 

Sunday afternoon, Robert W. Cruickshank, of the States 
Marine-Isthmian Agency, Inc., was host at a wind-up cock- 
tail party. 


Pakistan sets goal of 20,000,000 ths. 
for tea exports in 1959/60 season 


A goal of 20,000,000 Ibs. of tea has been fixed by the 
government of Pakistan for tea exports from the country in 
the 1959/60 season. 

Export quotas have been fixed for each tea garden, as 
part of moves to boost volume sold to outside markets. 

Two types of auctions have been outlined. One will 
be known as “export auctions,” and all tea purchased in 
these markets must be sold abroad. Tea for domestic con- 
sumption will be sold through “internal auctions.” 

Pakistan’s total average production of tea has been 
about 53,000,000 Ibs. a year, with a top of about 56,000,- 
000 Ibs. 

From 1951/52 to 1956/57, tea exports averaged 25,- 
500,000 Ibs. In 1957/58 they dropped to 7,200,000 Ibs., 
but they rose to about 12,000,000 Ibs. in the 1958/59 


season. 
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Instant tea launched 
by Lipton in 11-state 
area; more markets set 


Thomas J. Lipton, Inc., introduced its new Lipton 
Instant Tea in limited areas of the country last month 
Additional markets will be opened up during the year 

According to W. Gardner Barker, Lipton president, 
the company will distribute Lipton Instant Tea for the 
beginning of the nation’s great iced tea season. The 
Lipton product, he said, is soluble not only in warm 
water, but is readily soluble in cold water. 

Areas of introduction for the new instant 
Midwestern and Southern states, plus the San 
Francisco area on the West Coast 

Mr. Barker said that a complete program of promotion 
start has been in 


tea include 


Spec fic 


to get the product off to a good 
preparation for months 

We will be advertising Lipton Instant Tea in news- 
papers and broadcast media on both an introductory and 
continuing “While I 
how much of a budget we have appropriated for this 
effort, I can tell you it is considerable. Our advertising 
agency, Young & Rubicam, has prepared what we be- 
lieve is an excellent campaign for this top quality product. 
messages, we 
have Our 


sales promotion people have worked up a variety of eye- 


basis,’ he said cannot disclose 


Besides our commercial ads and broadcast 
also a broad publicity program under way. 
catching merchandising aids for in-store display. These 
include posters, mats and shelf talkers 

In addition, we will be offering an appealing con- 
sumer offer to encourage immediate trial by a broad 
This offer will be announced largely 
through newspaper advertising early in the introductory 


base of consumers 


Campaign 

Mr. Barker said that Lipton’s research and develop- 
ment department has been working more than five years 
to create an instant tea which is easily soluble in water 
taken directly from the cold water tap and still has the 
aroma, flavor and color of freshly-brewed tea. 

The tea is first brewed from a special blend of teas 
by experts at Lipton’s processing plant, then a pure and 
tasteless carbohydrate is added to protect the full flavor, 
and the water is removed by gentle concentrating and 
drying methods. It is the nature of these concentrating 
and drying processes which determines how effectively 


the instant tea matches the fresh-brewed product 


The label on the 114 oz. jar was designed by famous 
New York package designer Frank Gianninoto. Iced or 
hot tea can be prepared instantly, and its strength varied, 
to suit individual taste, as shown by these directions: 

For iced tea: 

“By the glass: Simply put one rounded tea- 
spoon* of instant tea into glass, stir in cold tap 
water, and add ice. Serve with sugar and lemon if 
desired. 

“By the quart: Put two level tablespoons* of 
instant tea into large pitcher and stir in one quart 
of cold tap water. 

For hot tea: 

“Use one level teaspoon* of instant tea for each 
cup. Add hot water. Sugar, milk or lemon may be 
added if desired.”’ 

“* Use more or less according to strength de- 
sired.” 

The last suggestion is a major factor, Lipton feels, since 
consumers are able to prepare their tea just as quickly, no 
matter what their individual tastes 

The retail price is about 50¢ a jar, and each jar pro- 
duces approximately 35 to 40 servings. 

Lipton will manufacture instant tea at its Suffolk, Va., 
plant, according to a report by John N. Byrne, plant 
manager, in the Norfolk Pilot. 

“We should be in production by the end of the year,” 
he said. 

For the time being, all the company’s instant tea pro- 
duction will take place at Suffolk. 

Construction and machinery installation costing more 
than $1,000,000 has been under way at Suffolk since 
February. 

The expansion will mean some additional employes to 
be hired locally, except for two who will be transferred 
from other Lipton plants, Mr. Byrne added. There 
are now about 200 employes at the plant. 

Lipton has appointed Frederick A. Saporito, now of 
Long Island, as manager of a new process department to 
handle the instant tea operation. 

Mr. Saporito, a chemical engineer, has been with Lip- 
ton since 1945, working in research, development and 
design work in connection with most of  Lipton’s 
products, 

He is a 1944 graduate of Brooklyn Polytechnic Insti- 
tute, with a bachelor’s degree in chemical engineering, 
and he received a master’s degree from the same instt- 


tution in 1950, 








This is Our 75th Year of Tea Importing 


IRWIN-HARRISONS-WHITNEY 1c. 


NEW YORK * PHILADELPHIA * BOSTON * CHICAGO + SAN FRANCISCO * SHIZUOKA (JAPAN) 
CALCUTTA * COCHIN (INDIA) * COLOMBO (CEYLON) * DJARKATA (JAVA) * LONDON (ENGLAND) 
MEDAN (SUMATRA) * TAIPEH (FORMOSA) 











what's happening in world tea? 
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although cumulatively this could become significant. In the 
case of Iran, her exports are balanced by the fact that if she 
were not exporting her own tea, she would be unlikely to 
be importing tea from Ceylon. 

The percentages illustrate the progress which has been 
made in countries not International Tea 
Committee members. They are at present gaining in area 
and exports but not in production. Large areas in Africa 
are considered to be suitable for further ex- 


recent years by 


and elsewhere 
pansion. 

To sum up, the world supply of tea seems to have reached 
a point where expanding production, although not yet in 
any serious imbalance with consumption, is tending to cre- 
ate a market favorable to buyers, who seem, at present, to 
discount temporary factors adverse to supply (strikes, dis- 
turbances etc.) on the longer view that supplies are likely 
to be more than adequate to meet demand. The present 
strong U.K. stock position seems to support this view. 

The answer to increased production of tea from all these 
sources must lie in the expansion of total world demand 
for tea as such. This is something which concerns all pro- 
ducing countries and which should be tackled by the co- 
operation of all producers in markets considered to offer 
special opportun:ties for expanding tea consumption 

It is something, too, that equally affects the basic pros- 
perity of all the tea trade in different markets. Logically 
they, too, should be partners in efforts to increase the num- 
each market and to get each tea 


ber of tea drinkers in 


drinker to drink more, in the face of heavy and increasing 
India, 


are already co- 


competitive pressure from many other beverages 
Ceylon (and to a lesser extent Indonesia) 
operating with the local tea trades in tea promotion in the 
following markets. U.S.A., Canada, Western Germany, 
Holland. To these joint campaigns, Ceylon devotes approxi 
mately 609% of her overseas tea promotion funds 

In respect to North America, where nearly 90% of this 


/ 


money 1s being spent, results have been a little disappoint- 
mg. In the U.S.A., one reason may be that the amount of 


money available for tea promotion is small by U. S. stand 
ards. In Canada, there has not yet, perhaps, been time for 
results to have accrued, but the mere maintenance of these 
two highly important dollar markets is in itself a most im- 
portant task. 

In Western Germany, the campaign is showing promising 
results, but in Holland vigorous promotion has not yet suc- 
ceeded in regaining for tea her prewar position 

In the past, Ceylon held the enviable position in 
grade for grade, Ceylon teas were accepted as better in 


that, 


quality than teas of the same grade from other countries 
Today, in the opinion of many buyers, this no longer 


Given the maintenance 


applies, at least to the same extent 
of past Ceylon quality throughout the range of her teas, a 
special position for Ceylon can be held and improved on in 
many markets. Such a special position would ensure that, 
however basic tea prices might be affected by the tnter 
relation of world supply and demand for tea as such, 
Ceylon teas would always command a premium over those 
of her competitors 


Obviously, everything in this respect must depend on 
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Feb. March 
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Tea Movement into the United States 
(Figures in 1,000 pounds) 


Aug. 


3,989 


rejections 


Feb. March 
1959 1959 
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2,686 3,828 

494 319 
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Nov. 
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1958 
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7,819 10,085 9,118 8,573 10,323 10,225 


Based on reports from U.S. Tea Examiner 














Ceylon maintaining the quality and reputation of her teas. 
We would say that the first consideration to be given by 
all those concerned with the Ceylon tea industry should be 
to this question of quality rather than of quantity. Coupled 
with this maintenance of quality there must be parallel ef- 
forts to reduce production costs by such means as increasing 
the yield of better varieties through more extensive replant- 


mo 
thy 


with vegetative propagation. 

At present, The Ceylon Tea Propaganda Board, operating 
through the agency of The International Tea Market Ex- 
pansion Board, is conducing special Ceylon campaigns in the 
following markets: United Kingdom, South Agrica, Aus- 
tralia, New Zealand, Denmark, Italy, Middle East. 


behind tea's p.o.p. 
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mai! solicitations offering to send the material directly to 
chains 

The distribution policy in the institutional field is 
somewhat different. Contributing packer salesmen again 


get a free quota based on number of salesmen. Con- 


tributing packers may purchase the material at extremely 
reasonable prices—prices which are printer's cost only. 
Chains can order the material through their suppliers or 
direct from the Tea Council. 

For importers, those who support the Tea Council are 
entitled to as many free samples of the institutional ma- 
terial as they need, to send a set to all their packer cus- 
tomers advising them of what is available. 

As you can see, this distribution policy was established 
to create an added value, an additional reason for both 
packers and importers to support the Tea Council. Over 
the years it has proven to be a fair, reasonable and work- 
able policy. 

That highlights the major assignment of your Merchan- 
dising Committee. 

It has been a great pleasure for me to have served for 
the past few years on an Association committee so inti- 
mately involved in Council affairs. 

I sincerely believe that the continuing work of the 
Merchandising Committee has been good for the entire 
tea industry. 
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spice problems of Asia and the Far East 





a provocative UN report on production, processing and marketing 


A penetrating and provocative report on spice production 
and marketing was issued recently by the UN's ECAFE 
Economic Commission for Asia and the Far East. Major 
spices enter into the commerce of at least eight producing 
and trading countries in the region—Cambodia, Ceylon, 
Federation of Malaya, Hongkong, India, Indonesia, Sara- 
wak, Singapore and Thailand. The report emphasizes that 
these countries have not made the most of their spice po- 
tentials. In this article are some of the main problems and 
recommendations outlined by the report. 


The main questions are how to improve methods of cul- 
tivation and reduce production costs, replace uneconomic 
vines or trees, extend the area under cultivation, control 
pests and diseases, improve quality, provide better storage 
facilities, develop local processing and packaging industries, 
create national development funds and agencies, increase 
producer's cooperatives, and disseminate and exchange in- 
formation through periodical regional consultations on 
tropical products, including spices. 

There are problems which could be solved on a regional 
and international basis, given the cooperation of both pro- 
ducing and importing countries. These relate to the modi- 
fication of conditions of trade, stabilization of prices, draft- 
ing of grade standards, organization of better arbitration 
practices, improvement of shipping facilities and lowering 
of ocean freight rates, improvement in. statistics and in 
publicity for spices, export promotion drives and surveys of 
new markets. 

Data on production and trade in several commercial spices, 
such as pepper, cardamom, cinnamon, ginger, nutmeg, mace 
and turmeric, clearly indicate that the acreage under culti- 
vation in the main spice growing countries of the region 
has not been increased substantially in recent years. 

In most of these countries, modern methods of cultivation 
have not yet been applied. A large number of trees or vines 
are uneconomic. Very little research work has been carried 
out with a view to reducing production costs and improving 
the yield and quality of crops through better cultivation, 
effective control of pests and diseases and replantation with 
high grade stock. Local consumption of such spices as 
cloves, coriander, cassia, pimento, etc., far exceeds their 
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production in the region, and it is therefore necessary to 
study the possibility of growing them more extensively in 
these countries, in order to meet their requirements, 

There are many ways in which production can be in- 
creased. Regional research stations could be set up in the 
main producing areas. In order to minimize their expendi- 
tures, they could be used for purposes of research relating 
to other allied crops as well. Mobile training courses could 
be organized for planters and small-holders on the spot, 
to provide information on new and better methods of cul- 
tivation. 

Poor and uneconomic trees and vines must be replaced 
by good and regularly yielding varieties of improved strains 
in the course of the next few years. For this purpose, a large 
number of special nurseries must be constructed in various 
areas and arrangements made to ensure an adequate supply 
of planting material. 

There is a need for more extensive use of fertilizers and 
agricultural techniques, since inefficient crop processing 
seriously limits agricultural output and results in low-grade, 
unprofitable produce. A steady increase in the number 
of modern agricultural implements and tools is one of the 
most effective ways to improve production and reduce 
costs. 

Most of the growers engaged in the cultivation of spices 
are small-holders. In order to encourage them to grow 
more spices and to use improved agricultural methods, 
organization of producers’ cooperatives will be desirable. 

One of the main causes of backwardness of the spice 
industry in the countries of the region is the inefficiency 
of crushing and oil-extracting processes, and the lack of 
well-developed processing and packing industries for dif- 
ferent spices. 

At present, all spices, with few exceptions, are exported 
or imported in the whole state and are ground or powdered 
by manufacturers in the principal importing countries. 
Powdered spices are usually sold in bulk lots to industrial 
users and the ground spices are packed for wholesale and 
retail consumption. 

In order to increase income from the export of processed 
and well-packed spices, efforts should be made to provide 
processing, packing and labeling on the spot. 

Various types of mills are used for spice grinding because 
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of the wide variety of materials which must be processed, 
1.¢., leaves, seeds, bark, etc. Only by using efficient power 
machines and mechanical sifters can the finest grind be 
obtained. Today, the industry makes a wide range of spice 
ontainers of varying shapes and capacities (from two ounces 
to 200 pounds, the larger sizes being for food manufactures) 
and the industry is ever striving to provide better, more at- 
tractive and more useful packages, Good modern packing 
must be in the form of suitable spice containers, thereby 
ensuring easy handling and maximum protection until used. 
The development of oil-based industry is also promising 

Preparation of spices for the market is a very important 
task to which, however, adequate attention 1s not always pai 1 
in producing countries, with the result that the final pr ce 
of the spice product and the producers’ share in it are much 
re lu ed 

Assembly and distribution of spices are organized in such 
are many intermediaries through whom 
They have to 


tL Way that there 


producers sell their produce to consumers 
make 


countin 
ete wh h onsiderably reduce the producers share in con 


numerous payments, such as charges for handling, 


1 
or weighing, commissions and brokerage charges, 


sumer prices. As a result, the producers receive roughly only 
thout 40% to 60% of the price paid by consumers 
Producers often sell insufficiently dried spices (as in the 
ise of pepper) because of shortage of money, but they are 
sometimes compelled to attempt to gain on the weight when 
Moreover, producers 


under-estimate the moisture 


suffer from lack of facilities and technical knowledge 


buys rs 
often 
of drying, due to the absence of clearly defined grades of 
quality, or standard weights and counts 

Packing For example, pepper ts 


generally packed for export in double gunny bags, with a 


is another problem 


apacity between 62.5 kg. and 75 kg. While the outer bag 
| | 62.5 k; 175 kg. While tl ter ba, 
Although this method 


is new, the inside one ts often old 
of packing appears to be widely used, it is advisable to 
use new gunny bags for inside packing to prevent possible 
contamination 

Moreover, instead of using regular burlap bags, pepper can 
be packed in a 3 ml (0.003 inches) thick polyethylene (alka- 
thene) liner inside a burlap sack. Experiments made in 


the United States indicate that whole pepper, garbled and 
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dried to 10% or 11% 
polyethylene-lined bags, can be stored through a monsoon 
season and shipped abroad with very little change in the 
There should be virtually no loss 


moisture content, and placed in such 


moisture content 
in weight upon arrival at destination. 

The packing should also be standardized for export pur- 
poses 

Spices are sold on the world markets on the basis ot 
trade contracts and though their qualities tend to conform 
to some standards introduced by the large importing coun- 
tries, there are no official standards, apart from the usual 
grades recognized in markets. This creates considerable in- 
conveniences to traders. 

Besides, it reduces the efficiency of the marketing system 
by the added cost and risks involved for the buyers and 
sellers. For the purpose of standardizing qualities, terms 
of sale, and procedure for the settlement of disputes, it ts 
MCCessary to set up and periodically revise widely accepted 
standards of quality for the main commercial spices. The 
standards of quality could then be included in the trade 
contract terms. 

The units of weight used by the spice trade vary widely 
in different exporting and importing countries. In India, 
for instance, daily market rates of black pepper are quoted 
at Cochin and Alleppey markets for ungarbled pepper per 
candy and for garbled pepper per cwt., while in Bombay 
ungarbled pepper is quoted per maund. In order to improve 
regional and international statistics on production, con- 
sumption, trade and price quotations of spices, and to facili- 
tate trade, the unification of measures and weights for com- 
mercial spices might be considered, possibly also adoption of 
the metric system. 

It is now being increasingly realized by the countries 
of the region that every effort should be made to augment 
foreign exchange earnings from exports of their principal 
commodities. Spices have played an important part in the 
foreign trade of these countries and while no spectacular 
rise can be expected, there is a real possibility of increasing 
exports of spices from countries of the region. 

In order to encourage exports of spices, the governments 
of the producing countries could consider the possibility of 
establishing export promotion machinery for those com- 
modities. For example, the government of India has es- 
tablished the Export Promotion Council for pepper and 
Other export promotion measures, such as 
credit 


cashewnuts. 
abolition of export duties, export insurance, etc., 
which are taken by governments, will also help the develop- 
ment of export trade in spices. 

As indicated earlier, it is highly desirable for the principal 
spice growing countries to develop their own well-organ- 
ized processing and packing industries to meet competition 
on world markets. New markets must be explored and old 
ones developed. 

(Continued on page 87) 
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By MARK HALL 


@ ® Green men report that there is a lull 
in business. It had been good, but buyers 
seem to be waiting now to see what will 
happen. They are watching to note how 
the new crop from Brazil will affect the 
market Brazil actuals are 
steady as of this writing, holding their 
own, but without much of a future. The 
new crop is beginning to trickle in, and 
as it gains in volume, the story will un- 
fold. Indicating the lack of confidence 
is the weakness of futures, especially the 
distant months. 

Colombians have been strong, with no 
particular competition from  Centrals 
With the Central American coffee avail- 
able under their quotas more or less 
scarce, Colombians have been in a favor 
able position as to price. This position 
may be threatened later in the year, when 
the movement of Milds and Africans gets 
under way. 

\dded to the unsolved problem of Bra- 
zil’s tremendous oversupply is that of ex- 
change reform and other internal eco- 
difficulties \merican buyers, 
aware of these problems, are bound to 
keep up their policy of careful buying 
8 @ Ruben W. Hills, III, vice-president 
of Hills Bros 
president of the Pacific Coast Coffee As- 
sociation last month at Del Monte. Robert 
C. Powell of E. A. Johnson & Co. was 
elected executive vice president 
@ @ The Geo. W. Casweil Co 
ing its 75th Anniversary this year. It 
was founded by George W 
set up headquarters on Howard Street 


Prices on 


nomic 


Coffee, Inc., was elected 


is celebrat- 
Caswell, who 


By soliciting house-to-house in a buggy 
in the old Rincon Hill residential district, 
he laid the foundations for the business 

House-to-house selling was maintained 
until about 1953, when a change-over was 
made to the more conventional method of 
through 
dealers This was a tremendous job, 


distribution, wholesalers and 
but Caswel]’s was well established with 
the consumer, and the change-over was 
very successful 

During the earthquake and fire of 1906, 
Caswell’s was completely burned out, but 
they kept up production in Oakland, part 
lv with the help of other coffeemen, until 


they could re-establish themselves in San 
Francisco. Ed Malmgren, who has spent 
most of his adult life with the firm, be- 
came its president after the death of 
Mrs. Caswell, the widow of the founder. 
He has been the pilot of the company 
through good and bad times in San Fran- 
cisco. Now relieving him of some of the 
burden of running a large roasting opera- 
tion in these trying times is his son, 
George Malmgren. 

One of the oldest employees is Mar- 
garet M. Desmond, who along with the 
Malmgrens has seen the company through 
all its changes, from coke ovens to auto- 
matie roasters, from house-to-house sell- 
ing to modern distribution and promotion 
from their present location in a large 
modern steel and concrete building. 
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@® 8A cocktail party was given last 
month by Schillings’ to food editors, mem- 
bers of food trade papers and the press to 
introduce them to the new gourmet spice 
line of the company. According to R. ( 
Crampton, general manager of the west 
coast division of McCormick & Co., the 
new line contains upwards of 100 spice 
items, packaged in contemporary glass 
bottles, with accent on visual appeal 

Mr. Crampton emphasized that no dif- 
ference in spice quality exists between 
the new gourmet line and the spices which 
the firm has put out in tins and cartons 
for the past 78 years. He added that 
their new line was the result of a growing 
interest on the part of the public for 
gourmet packaged spices 


@ ® Leonard Fenton, retired tea inspec 
tor of for the U.S. Food and Drug Ad- 
ministration, died last month in his home 
at Redwood City. He was located in San 
Francisco for many years before his re 
tircement, and was well known to_ local 
tea men. He was a frequent visitor to 
the luncheons given by the Western States 
Tea Association. 

Mr. Fenton was a native of Warren, 
Ohio. He leaves his widow, Helen M 
He was a past master and life member 
of Fairweather Lodge, F&AM, of Ta 
coma, Washington 
@ ® International Trade Week was cele 
brated last month by the Bank of America 
with a continuous coffee break in a cor 
ner of the International Banking Ad 
ministration office on the ground floor of 
the headquarters on Montgomery Street 
Three Guatemalan beauties in native cos 
tume entertained and served the coffee 
Two macaws and a myah added bird 
music to the gentle strains of Latin 
American melodies. The consuls of Cen 
tral and South American countries stop 
ped in frequently, along with the local 
coffee trade and the general public 
Scenes of coffee plantations, native plants 
and special decorations gave a very ap 
propriate background to the whole display 
@ 8 Floyd W. Williams has been named 
the new general sales manager of |. A 
Folger & Co. and will operate from. the 
home office in San Francisco. He suc 
ceeds the Jate J. L. Moore. Filling in for 
Mr. Willams as Southern California dis 
trict manager is Raymond Parks 
® @ Paul Ahrens left last month for 
Schizuoka, Japan, for the green tea buy 
ing season His firm, Irwin-Harrisons 
Whitney, Inc., has maintained an_ office 
there for some time, in fact, since 1920 
Unfortunately, consumption of green tea 
has been going down, in spite of improve 
ments in quality and a lowering ot prices 
Paul took the Northwest route, by air out 
of Seattle 
@ 8 Also out to 
green tea scason is Philip Hellver and 
Mrs. Hellver. They left Chicago, took 
time to visit Ed Spillane in San Francis 
co, then flew on to Schizuoka 
@ @ The largest single coffee shipment 
3,000,000 Ibs.—was consigned to Folger’s 
via the Hardanger last) month lim 
DeArmond said it was 30% 


Japan to attend the 
1 


any previous shipment 

@ @ The meeting of the Western Stat 

Tea Association at Gino’s was held 

month by the faithful handful of members 
(Continued on page 87) 
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® @ As this is being written, about 
two weeks before the event, the an- 
nual outing of the New York coffee 
trade should see the swimming pool at 
the Hackensack Country Club in heavy 
use 

It’s just that 
early, as far as temperatures go, and 
with a hot day at Oradell, N. J. the 
pool might look real inviting 

The pool is an addition to golf and 
softball, the usual activities—outdoor, 


summer has come 


that is 

@ @ Applying for membership in the 
New York City Green Coffee Associa- 
tion is Harold L. Ray. 

Mr. Ray is well known 
Street, having begun his career in cof- 
fee almost half a century ago with the 
Sutton-Van Sant Co. 

From Sutton-Van Sant, he went to 
T. Barbour Brown & Co., and then to 
Reamer-Turner & Co., as a partner 

Between his connection with Ream- 
er-Turner and opening his own broker- 
age office, Mr. Ray was connected with 
the Schaefer Klaussmann Co., Inc. for 


16 years 


on the 


His many friends join in’ wishing 
Harold lots of good luck. 

® @ Also applying for membership in 
the Green Coffee Association here 1s 
the Mild Coffee Corp 
tively new firm, specializing in Colom- 


This is a rela- 


bians. 

The company is United States repre- 
sentative for one of the principal Co- 
iombian coffee shippers, J. Ignacio 
Hernandez & Cia. 

Louis A. Whitson, secretary of the 

firm, was connected with Frank Mo- 
lina prior to joining the Mild Coffee 
Corp 
8 @ Victor Hugo, Jr.. and Alexander 
Kopit, formerly with the Eppens, 
Smith Co., Inc., Secaucus, N. J., are 
now with The U. & J. 
Brooklyn, N. Y., importers, 
and packers of coffee and tea. 
soth have been elected vice presi- 
dents of U, & J. Lenson, it was an- 
nounced by Daniel F 
dent of the company. 

Mr. Hugo had been a vice president 
Smith He started his 


Lenson Corp., 
roasters 


Culbert, presi- 


of Eppens, 


ail ws 


career in coffee in 1935, when he was 
introduced to the industry by his late 
grandfather, Fred Eppens. 

Mr. Kopit started in coffee in 1931. 

8 & The Pan-American Coffee House, 
Inc., is in new offices at 129 Front 
Street. 
@ @8 After 40 years at 5 Broadway, 
Moore-McC,ormack Lines, Inc., has 
moved to 2 Broadway, a new building. 
The Mooremack offices are on the 15th 
and 16th floors. 

The 16th floor has 
ments: accounting, bill of lading, exe- 
cutive, information, insurance and 
claims, public relations, traffic. The 
15th floor has the passenger depart- 
ment, 

Mooremack moved from their first 
office, 29 Broadway, to 5 Broadway, 
in 1919. The first lease at 5 Broadway 
covered 4,124 square feet. Eventually 
the company added the rear of the 
building, several floors at 11 Broadway 
and one floor at 39 Cortlandt Street. 
2 Broadway, 


these depart- 


In the new offices, at 
Mooremack has 77,000 square feet, en- 
abling the consolidation of all facilities. 


8 8 Coffee and books got together 
last month for a window display in a 
prominent New York book shop. 

The coffee was Nescafe and the book 
“Why People Buy”, by Louis Cheskin, 
published by Liveright. 

Development of Nescafe’s new logo- 
type and the distinctive gold foil label 
figure prominently in Mr. Cheskin’s 
book. 

He is director of the Color Research 
Institute and president of a national 
marketing research organization which 
conducted extensive tests on the pack- 
aging of Nescafe and other products. 


® ® Richard J. Newman has_ been 
named assistant advertising manager 
for the Chock Full O’ Nuts Corp., it 
has been announced by William Black, 
president. 

Mr. Newman has specialized in cof- 
fee advertising for the past three years. 

He was an assistant account execu- 
tive with Benton & Bowles, Inc., follow- 
ing graduation from the Wharton 
School, Universtiy of Pennsylvania. 


@ @ Laurens J. Platteel has been ap- 
pointed manager of the inward di- 
vision of the freight department of the 
Holland-Interamerican Line. 

He succeeds Floris M. Terwogt, who 
has been named manager of the solici- 
tation division. 

Mr. Platteel joined the company in 

1946, 
@ @® Four executive committee mem- 
bers of the Pan-American Coffee 
Bureau represented the organization at 
the annual meeting of the Pacific 
Coast Coffee Association in Pebble 
Beach, Calif. 

They are J. R. S. Hafers, Brazil; 
Andres Uribe, Colombia; Carlos Cor- 
dero d’Aubuisson, El Salvador; and 
Jorge Canavati, Mexico. 

They were accompanied by J. K. 
(Jack) Evans, Bureau consultant. 

Mr. Hafers, who is PACB president, 

was one of the speakers at the PCCA 
convention. 
@ @ In New York City during a stop- 
over on a round-the-world trip was F. M. 
Hewitt, of the Huvel Plantation, Goroka, 
New Guinea. 

He was accompanied by Mrs. Hewitt. 

Mr. Hewitt said that coffee growing in 
New Guinea has proved to be quite suc- 
cessful. 

His own plantations, which are at an 
elevation of 6,000 feet, will have a yield 
of about one ton per acre, he indicated. 
This is with some fertilizing. 

New Guinea produces about 800 to 
900 tons of coffee, all of it going to Aus- 
tralia, Mr. Hewitt declared. 

He said he found Corree & Tea IN- 
DUSTRIES’ special edition, “Advances in 
Coffee Production Technology,” a fasci- 
nating work. 

One result of it has been the setting 
aside, on his plantation, of a block of 
trees for experimenting in the sun hedge 
system of coffee growing. 

The Hewitts arrived from London by 
plane, and are going on to Chicago and 
the West Coast, on their way back to 
Australia and New Guinea. 

The trip was primarily business, to al- 
low Mr. Hewitt to check on coffee mar- 
kets and methods. 

@ @ In this country for a five to six 
weeks visit was Anthony J. Dalton, man- 
ager of the Angus Co., Ltd., Calcutta, 
agents there for the Isthmian Lines, Inc. 

Mr. Dalton planned to visit the Gulf 
ports and other areas, in addition to New 
York City, during his stay here. 
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By W. McKENNON 


®8 @ PDenise Prado, Pan-American Coffee 
Qucen, who visited here with her party, 
Was given a royal whirl by city officials 
and the coffee trade. This included an 
ficial call on Mayor deLesseps S. Mor- 
rison, at City Hall, followed by a flag- 
raising ceremony, luncheon and a harbor 
tour aboard the Dock Board yacht, Good 

\ public 

oat the International House, 


reception was held 


followed by a second reception and dinner 
Corine Dunbar’s restaurant 

8 8 Election of Olin Burnell Cloudman 

Chappell Halstead as_ vice 

f the Alcoa Steamship Ce 

ounced Cloudman will 

tinue harge of the Gulf. offices, 

\ headquarters in New Orleans. Mr 

Halstead will be 


neering marine and puri 


responsible for 
hasing 
ents 


eee (,A 
] 


nd Drew, Ltd., 


Drew, director of Bowring 
London, was a visitor in 
New Orleans recently 

@ @ Members here of the 
\ssociation 


Southeastern 
( offee Yoasters welcomed 
new firms to the group at the re 

f Point \labama 

embers are the Selma Coffee 
Alabama, and White 
ottee Company, Fort Worth, 


Clear, 


Selma 


Coffee 

elected SCRA 
the coming year 

from New Orleans attending 

r meeting included Mr and Mrs kd 

Ganucheau, Mr. and Mrs. |, S. Levy, and 

f J. Aron & Co; 

Brazil 


Company, 


orgia, Was 


Barrientos 
and = Mrs Ralph 
Allister Co... Ltd.; Al 
Stewart Carnal & Co., Ltd 
tteldt, it.. Westfeldt Bros 
Mi Phil Ricks, Adolph  ¢ 
Mr. and Mrs. Edward Bent, 
Shipping Co.; Louis Castaing, 
Mrs. Max Zander, Leon Israel 
s. Inc.; Kent Satterlee, Bright & 
Mr. and Mrs. John Dupuy, Jr., 
Dupuy Storage & Forwarding Corp.; 
James Reilly, Wm. B. Reily & Co., Ine 
past president 
Phe group happily welcomed Mr. and 
Mrs. Bates Smith, 
tate Coffee Co., 
Visitors 


formerly f Inter 
\ugusta, Georgia, whi 
were surprise 
8 ® Recent visitors in New Orleans were 
Mr. and Mrs. Curry Ducote, of Decoty 
Coffee Co., San Angelo, Texas 

8 8 Mr. and Mrs. John Dinos, Mocha 
Coffee Atlanta, visited in New Or 


oles 


Coffee 
Point 


Southern 
meeting at 


following — the 
Roasters Association 
Clear, Alabama 
® ® Ralph Balda, Compania Balda, Man- 
ta, Ecuador, was a recent visitor in New 
Orleans. While here, Mr. Balda made 
his hedquarters with Charles Schmidt, 
broker 
eel. W. Snow, sales manager of the 
American Coffee Co., has returned from 
a business trip to the interior. 
@ 8 The annual softball outing in City 
Park was enjoyed by New 
Green Coffee Association members and 
their families 

Joseph Prado, Riverside Warehouses, 
Inc., won first prize in the derby contest. 
Second prize went to Peter Be rtuccl, Leon 
Israel & Bros., Inc., and Trion Harris, 
of Schaefer, Klaussman Co., Inc., won 
third prize prizes 
were donated by Dupuy Storage & For- 
warding Corp 

George Gernon, of Ruffner, McDowell 


leans 


Orleans 


Refreshments and 


& Burch, Inc., was master of ceremonies 
@ ® Attendance at the award dinner for 
the New Orleans Green Coffee Associa- 
tion Bowling League was exceilent, with 
108 members and guests present for the 
It was held at Camp 
LeRoy Johnson Officer’s Club 

Edward Bent, of Mississippi Shipping 


buffet and dancing 


Co., was master of ceremonies, George 
Gernon, of Ruffner, McDowell & Burch, 
Inc., president of the Green Coffee As- 
sociation of New Orleans, 
group of the wholehearted support of his 


assured the 


organization 

Mrs. Richard Velleman, whose husband 
is on the J. Aron & Co., Inc., team, drew 
the lucky number which made her Bowl- 
ing Queen for the evening and the recipi- 
ent of a crown and orchid corsage 

I Delta Line team, 


which ranked first place for the 


ach member of the 
season, 
received a trophy. The Dupuy Storage 
& Forwarding Corp. team received the 
place trophy, with third going to 
S. Jackson & Son team 

Harrell Lemonier, of S. Jackson & Son, 
won the first high individual game trophy, 
with L. E. Dittmer, Delta Line Team, 
second, and Elroy Tedesco, Delta Line, 
third \lbert Breaux was given a_ vote 


secon 


thanks and applause for starting the 
Jowling League and for his assistance 
in making it a success the first year 

Mr. Breaux later showed slides of pho- 
tographs taken during the winter’s bowl- 
ing. The new officers were introduced 
and the charter officers given a vote of 
thanks The next meeting of the Bowl- 
ing Team will be held the second week 


in September 


s @ \Mrs. J. M. Lopez and Miss Matilde 
Llano, both of Medellin, Colombia, spent 
several days in New Orleans last month. 
# 8 The Delta Line has announced its 
new officers, with Wilmer Hayward as 
chairman of the board, Board members 
are Harry X. Kelly, John W. Clark, 
George G. Westfeldt, Sr., Parks B. Ped- 
rick, Fred R. White, J. Blane Monroe, 
F. Evans Farwell and Edgar B. Fontaine, 
Tr 

Heading the executive committee as 
chairman is Harry X. Kelly. On_ the 
executive committee are Wilmer Hay 
ward, John W. Clark, George G. West- 
feldt, Sr.. F. Evans Farwell and Parks 
B. Pedrick 

Other officers are John W.. Clark, 
George G Westfeldt,  Sr., 
Parks B. Pedrick, Charles T 
Joseph N. Lala, vice-presidents ; 
H. Ireland, vice-president and treasurer ; 
Lucian W 
trathe: Charles L 

operations; John M. Duffy, secretary; 
Francis L. De La Houssaye, assistant 
vice-president; Fred A. Wendt, Jr., as- 
sistant vice-president; and Richard W 
Wismar, IJr., assistant secretary 


president ; 
Davis, 
(seorge 
Seemann, vice-president 
Spicer, Vv ice-president 


Chicago 
By HARRY LANE 


@ @ Thomas J. Sexton is now vice presi- 
dent in charge of the tea and coffee de- 
partments of John Sexton & Co., at their 
Chicago headquarters plant, at 4501 West 
47th Street 
its 76th year in business during 1959 


The company is celebrating 


@ @ James Kennedy, of Stewarts Private 
Blend Coffee, was in charge of the com 
pany’s exhibit at the Midwest Hotel show 
at the Conrad Hilton. He was assisted 
by Walter Arnold, Vince 
Miss Elliott Rocks, who presided at. the 
coffee stand, during the four-day 

vention and exhibition 

ae. A. Folger & Co, 1 
has announced appointments for its new 


Pompei and 


Kansas 
Chicago office. Those named are: R. A 
Brown, manager of the Chicago division ; 
L. C. Dodge and R. E. Johnson, district 
managers; and R. J. Spearing and J. F 
Stewart, special staff representatives 

® @ Among National Tea Co. promo- 
tions announced by H. V. McNamara, 
president, were Jess Chilcutt to sales pro- 
motion and advertising manager of the 
company’s Chicago branch, and August 
Boehm to succeed Chilcutt as superinten 
dent of one of the territories 
by the Chicago branch 


perated 


® ® General Foods Corp. has announced 
plans to build a new sales and distribu- 
tion center for the greater St. Louis ter- 
An 1114-acre site located in the 
Hazelwood, 17 


mitory 


suburb town. of miles 
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from the city, has been taken for the 
new building, which will have 135,000 
square feet of space. The center will 
service the Missouri and Kansas trade. 
Outgoing shipments are expected to total 
8,000,000 pounds of food products each 
month 


@® ® Don Grimes, president of IGA, re 
ports the company will have a buying 
office at the Chicago International Trade 
Fair. The company will also have an 
exhibit r IGA food lines 


San Francisco 


(¢ ontinued from page 8&3) 





to the coffee convention 
| cently F. A 


president ot he 


Coppenrath, vice 
\merican Trust Co., 
S.A. located 


visited Productos de Cafe, 
in FE] Salvador. This company is one ot 
the plants in which Tenco has an interest, 
and from which it draws for some of its 
blends t coffees 

Jack Hornung is the local manager for 
Fenco, which recently moved into its San 
Francisco plant 

Mr. Coppenrath is in charge of com 


accounts at the American Trust 


@ @ [t is something, when academic in 

terest 1s aroused about coffee to the extent 

that a slogan is presented to further its 

Brother Cornelius, retired 

professor of St. Mary’s College, Califor 
} 


ma, submitted the following 


consumption 


“Take time to take 


Your coffee break,” 


Parana sets record with 4,000,000th 
bag of coffee from 1958/59 crop 


Parana set a record recently when it shipped its 4,000,- 
000th bag of coffee from the 1958/59 crop. Never before 
had so much coffee been shipped from the Brazilian state 


for a single crop. 


For a while, there was some confusion as to who had 


the historic 4,000,000th bag. 


The bag was placed aboard the Holland-InterAmerican 
Line ship Barbara in the port of Paranagua, along with other 


Marketing 


(Continued from page 51) 





N. Y.; Chatham Super Markets, Detroit, 
Mich.; Genetti’s Sav-Way Markets, 
Hazleton, Pa.; and Joseph’s Super Mar- 
kets, Toledo, Ohio. 

Introduction of the Staff labels is being 
announced by full-page newspaper ads in 
the cities where Staff has partner chains 
\ kit containing mats for a continuing 
campaign has gone out to the Staff stores 
from Ketchum, MacLeod & Grove, Inc., 
Staff's advertising agency. 


McGowan retires from Maxwell 
House to return to Jacksonville 


Paul E. McGowan, national sales man- 
ager for the Maxwell House division of 
the General Foods Corp., plans to retire 
October 1 so that he can re-establish his 
family headquarters in Jacksonville, Fla 

Mr. MeGowan, widely known the 
food industry as the top coffee salesman 
for the world’s largest producer, spent 
virtually all of the first 47 years of his 
life in Jacksonville—28 as a_ top-notch 
salesman 

“We reluctantly acceded to Paul's re 
quest for early retirement, for we know 
that he has been looking forward to the 
time when he and his family could return 
to Florida.” C. W. (Tex) Cook, General 
Foods vice president in charge of the 
Maxwell House division, said 

“However, he continued, “I am pleased 
to announce that Paul has agreed to stay 


on for an additional year from October 


ist to undertake two important special as 
signments for Maxwell House which can 
be handled from his, Jacksonville base.” 


West Bend Aluminum names 
Claus sales head for tea, 
coffee division 


Robert H. Claus is the new sales man 
ager of the tea and coffee division of the 
West Bend Aluminum Co., West Bend, 

He takes over the position for 
merly held by A. T. MeGrath who re 
cently became divisional! sales manage 
retail outlets for this manutacturer 
cookwear, giftwear, appliances and out 
board motors 

Mr. Claus has been cited by Premium 
Practice magazine as a recipient of their 
National Creative Selling Award 

He became a territory salesman in 
for West Bend’s wholesal 
division in the Carolinas. This 


and prem 


was dur 
ing the period of lmited merchandise | 
demand 


runaway consumer However, 


Mr. Claus was in an area 1 


good for premium selling and had beer 
almost completely inactive. Out of this, 


he obtained business from many unlikely 


accounts and came up with some of the 
best premium deals in the company’s his 
tory 

\fter three years of working out of 
Charlotte, N. ( 


and Tennessee, Mr. Claus became Central 


covering the Carolinas 


District sales manager of the wholesal 
and premium division in 1950 

Since 1916, the tea and coffee division 
has directed special attention to the wagon 
route companies in supplying them wit! 
price-maintaincd lines 


In spite of the drastic rise in prices, pepper cultivation 
has been extended only in Sarawak. In India, there has 
been no appreciable extension of cultivation, because pro 


production. 


Price 
producing countries could be effective in this respect 


ducers did not feel confident that the high prices would 
continue and therefore did not want to take any risks. This 
fact indicates that stable prices are important for increasing 
stabilization programs in the primary 


They 


might be followed by concrete practical steps in the coun 


tries concerned, i.e., financial assistance by the government 


coffee being loaded for shipment to the United States. 


Authorities decided on ceremonies to mark the 4,000,000th 


bag. They felt the Barbara would not be big enough for the 
festivities, so they shifted the party to the Moore-McCormack 


Lines’ Mormacgulf. 


A symbolic bag, to indicate the record shipment, was 
loaded aboard the Mormacgulf during the ceremonies. 


spice problems 


(Continued from page 82) 


percolation 


(Continued from page 


and credit accommodation by the banking system, unification 
of terms and conditions of trade, ete. 


in the manufacture of instant coffee 


#0) 





trations from the percolators is likely to cause flavor loss 


through deterioration. 
Draw-off concentration, hence yields for a constant 


¢ 


weight draw-off, can vary—say 27% + 3%-——due to 
blend, grind, channeling, varying throttling and water 





Sharp fluctuations in prices of spices, particularly pepper, 
in the postwar years have affected the spice industry in 
the countries of the region as spices are mainly produced on 


a small scale. 


959 


feed rates, temperature profiles, loading, pressure drops, 


etc. Greater uniformity of extract concentration (+ 


1% ) 


can be achieved by more vigilant and uniform operation 
The more uniform the draw-offs and operating variables, 


the more uniform will be the product quality 
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Modern Rebuilt Machinery 
AVAILABLE AT GREAT SAVINGS 


Gump size 550 Green Coffee Cleaners 


tea 
Package Machinery, Hayssen, Scandia, 
Battle Creek Box Wrappers 


Cartoner 


ping Case Gluers 
Package Machinery Model C Transwrap 
Burns Thermalo 23R Coffee Roasters 


Roaster Units 
Burns 2 and 4 bag Jubilee Roasters 
Burns Green Coffee Blender 
Burns No. 12, No. 14 and No. 25 Grinders 


HG87 and HG88 Auger Fillers 


Labelers 
Complete Details and Prices On Request 


Union Standard Equipment Co. 
318-322 Lafayette St 167 No. May St 
New York 12, N. Y Chicago, Illinois 
CAnal 6-5333 SEeley 3-7845 


Pneumatic Scale Automatic Carton Feeder, 
Bottom Sealer and Top Sealer with all 
interconnecting conveyors, Used for bulk 


Ceco Model A390! Adjustable Automatic 


A-B-C and Standard Knapp Automatic Ship- 


Burns No. 7 and No. 8, '/, and | bag 


Stokes and Smith Models Gi, G2, HG84, 
Knapp, CRCO, World and Burt Wraparound 





BETTER COFFEE 


can be made in 


Clean Equipment 
Write for a sample package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 





Spices: by JOS. K. JANK 


Their Botanical Origin 
Their Chemical Composition 


Their Commercial Use 


Price $3.00 





106 Water Street 


Write to The Spice Mill Book Department 
New York 5, N. Y. 


Index to Advertisers 


Alexander, James A. 

American Can Co. 

American Coffee Corp 

American Hemisphere Marine 
Agencies 

Angel & Co., H. Reeve 

Argentine State Line 

Aron & Co., Inc., J. 

Atlantic Coffee Bag Co., Inc 


Balzac Bros. & Co., Inc 
Bendiks, Inc., H.L.C 
Bennett & Son, Wm. Hosmer 
Bickford & Co., C. E. 

Bott & Co., George P. 
Bowen Engineering, Inc. 
Bradley Time Corp 
Brazilian Coffee Institute 
Burns & Sons, Inc., Jabez 
Byrne, Delay & Co. 


Cecailware-Commodore Products 
Corp 

Classified Advertisements 

Columbus Line 

Cosmopolitan Shipping Co 

Crown Products Co 


D Antonio & Co., C. H. 
Davis Products Corp. 
Dudley Sports Co. 


East Coast Coffee Corp 
Emigh Co., Inc., Weldon H. 
Emmericher Maschinenfabrik 


Fairchild & Bolte 
Fitzpatrick & Hoffman Inc. 
Foley Industries, Inc 


General Slicing Machine Co. 
Glasberg Co., S. A. 

Grace & Co., W. R 
Grancolombiana (N. Y.) Inc. 
Guatemala Coffee Bureau 
Gump Co., B. F 


Hall & Loudon 
Hansen, Walter R 
Hammond & Co., C. § 


lona Manufacturing Co., Inc. 
Ireland, Inc., B. C 

Iro Manufacturing Co. 
Irwin-Harrisons-Whitney Inc. 
Israel & Bros., Leon 
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Java Pacific & Hoegh Lines 
Johnson & Co., E. A } 
Junta de Exportacao do Cafe 


Kenworth Manufacturing Co. 
Kontos & Co., C. T 


L & M Co. 
Lloyd Brasileiro 
Lipton, Inc., Thomas J 


McCauley, Edward P. 
Mackey & Co., Inc., C. A. 
Mamenic International Corp. 
Maschinenfabrik Ferd. Gothot, 
G. mb. Hi .. Lee 
Matson Manufacturing Co. . 
Melco Foundry & Mfg. Co 
Mississippi Shipping Co. 
Moller Steamship Co., Inc. 
Moore-McCormack Lines, Inc 
Morgan-Jones, Inc. 


National Federation of Coffee 
Growers of Colombia 


Nopal Line 


Old Slip Warehouse, Inc 
Orchids of Hawaii, Inc. 


Pan-American Coffee Bureau 
Pennwood Numechron Co. 
Phyfe & Co., Inc., James W. 


Quikut, Inc. 


Ransohoff Co., Inc., A. L. 84 
Reamer, Turner & Co 

Reaud-Geck Corp. .. . 85 
Redmon Sons & Co., W. C 26 
Republic Molding Corp. .... 28 
Ruffner, McDowell & Burch, Inc. 6 


Schaefer Klaussmann Co., Inc 58 
Schonbrunn & Co., Inc., S. A. 52 
Silex Co., The : 13 
Singhofen & Co., Inc., Ernest .... 85 
Sol Cafe Mfg. Corp Cover 
Southern Fabricators Corp. 15 
Stockard Steamship Corp 70 


Thomson, Inc., Henry P. 
Tomlinson No Drip Faucet Co. 61 


United Fruit Co. 


West Bend Aluminum Co. 
Western Stoneware Co. 


Zink & Triest 











EQUIPMENT WANTED 


bedy former less notching and 


soldering attachments Bliss Model #12 


21 or 321K or similar Can diameter 


minimum maximum; can height 


minimum * maximum Reply Box 40, ¢ 


Coffee & Tea Industries 


Small spice grinding outfit complete 
SMITH'S 
1411 Pennsylvania Avenue 
Baltimore, Md 





SITUATION WANTED 


Green coffee buyer 4 


married 


years experience capable of taking charge 


of complete operation of a coffee business 
Reply to Box 22 Coffee & Tea Industries 
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CAN YOU 


AFFORD TO BE WITHOUT IT? 
See Page 3 





TEA 


INDUSTRIES and The 








OUR TWO NEW PRIVATE LABEL INSTANT TEAS! 


PERFECTLY TIMED... 

















YOUR BRAND YOUR BRAND 
INSTANT TEA 100x PURE 


ee IN STA NT 


ADDED 








TIMED FOR ICED-TEA DAYS... 
TIMED FOR THE TOO-HOT-TO-BOTHER-WITH-BREWING SEASON... 
TIMED TO GIVE THE CONSUMER THE BEST ICED OR HOT TEA SHE'S EVER HAD... 
TIMED TO KEEP YOUR SUMMER PROFITS UP! 


ONCE AGAIN SOL CAFE IS FIRST—WITH A CHOICE OF TWO INSTANT TEAS: 


100% Pure Instant Tea—a blend of Ceylons, Indias, Orange Pekoes and 
Pekoes—super delicious in water that’s either cold or hot— 
and you use only half as much. 24-1 02. jars to the case. 


Instant Tea with carbohydrates added. Instantly, deliciously soluble in 
cold as well as hot water. 24-144 02. jars to the case. 


EQUAL TO FRESH BREWED TEA AT ITS VERY BEST. 





ALL YEAR LONG—PUT A TWO-FISTED PUNCH IN YOUR TEA SALES— 
WITH SOL CAFE’S TWO NEW PRIVATE LABEL INSTANT TEAS! 


sdk Care, Manutacturing Corporation 


180-04 BRINKERHOFF AVENUE + JAMAICA 33, N. Y. 


WORLD’S LARGEST INDEPENDENT MANUFACTURER OF PRIVATE LABEL INSTANT COFFEE 








Agents 
New Orleans and Houston: 
Texas Transport & Terminal Co., Ine. 
Philadelphia: Lavino Shipping Co. 
Los Angeles: Transmarine Navigation Corp. 


San Francisco: Balfour, Guthrie & Co., Ltd. 


Montreal: Robert Reford Co., Ltd. 
Boston: Boston Shipping Corp. . 
Baltimore: Penn-Maryland S. S. Corp. 





General Agents 


Grancolombiana (New York), Ine. 


New York Chicago Detroit 
79 Pine Street 208 South La Salle Street 1355 Book Building 
W Hitehall 3-7200 DEarborn 2-2230 WOodward 1-3399 











